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PEARL and BEAD RE-STRINGING 








NEW METHOD SAFETY LOOP 


cA New Safety Feature 


EXCLUSIVE IN U.S.A 


The loop of the cord, where it passes through 

the clasp ring, is encased in a tiny spiral sheath 

of silver wire. The sheath absorbs the strain at 

this point, preventing wear on the cord. It elim- 

inates the usual intermediate ring, bringing the 

pearls closer to the clasp. The wire is so small as 
to be almost ‘invisible. 


All pearls and beads strung in our 
shops are equipped with this new 
SAFETY LOOP at no extra charge! 





For careful matching and flawless workmanship, plus 
this extra safety feature, send your re-stringing work to 


A. SAUER & COMPANY 


Manufacturing Jewelers + Special Order Work a i aS 
KON-ITE BLDG., CINCINNATI 2,OHIO filam 





— 





FOR NOVEMBER, 1947 1 














Volume CXVIII Number 2 


P. M. FAHRENDORF, President 
and General Manager 


FRED V. COLE, Editor 
and Vice President 


R. H. GOODRIDGE, Associate Editor 
THOMAS V. DUGGAN, Associate Editor 
THOMAS J. HIGGINS, Assistant Editor 
MADELINE LOVE, Gifts Editor 

JOHN E. McGINN, Art Editor 


EUGENE J. HARDY, Washington Editor 
Nat'l Press Bldg., Washington, D. C 


JUANITA SAYER, West Coast Editor 
5410 Wilshire Blvd., Los Angeles 36 


JOHN J. BOWMAN, Technical Consultant 
SYDNEY H. BALL, Diamond Consultant 
DR. FREDERICK H. POUGH, 

Gem Consultant 

VIRGINIA DIXON, Display Consultant 


BUSINESS STAFF 

A. V. ANSEL, Circulation Manager 
ROBERT WATSON, Production Manager 
RAY V. LAWRENCE, Research Manager 


New York 

H. H. HETHERINGTON 
MADELINE LOVE 
ARTHUR J. TUVERI 


New Englond 

E. P. LINGHAM 

420 Ind. Tr. Bidg., Providence 3, R. I. 
10 High St., Boston 10, Mass. 


Chicago 

CLAUD WHEELER 

29 E. Madison St., Chicago 2, Ill. 
ISRAEL DOBSEVAGE, Harrison, Ohio 


West Coast 


SIMPSON-REILLY, LTD. 
Russ Bldg., San Francisco 4, Calif. 


Los Angeles County 

HARRY R. TERHUNE 

5410 Wilshire Blvd., 

Room 307, Los Angeles 36, Calif. 





@ 


dy 


The Cover—All set for Thanksgiv- 
ing. China—Wedgwood "Surrey" 
pattern; Silver—New Morning 


Star pattern of Community Plate, 
Oneida, Ltd. 


IN 


| 


MAM 


PAULA A 


HEN 


nt 


INTRA 


A 


HIATT 


HU 


I 


MI 


| 


MIT 


AMOI 


THE JEWELERS’ CIRCULAR-KEYSTONE 


NOVEMBER 1947 


Merchandising and Promotion 


WINDOWS FOR THE COMING MONTH ......... .. 180 
AD IDEAS KEYED TO YULETIDE SPIRIT . . - . 184 
“FEUDIN' AND FIGHTIN'" MAKES QUIZ SHOW EXCITING . . 186 
STORE PERSONALITY COMES FIRST . is 
CHRISTMAS SETTINGS FOR HOLIDAY SELLING ...... . 192 
MORE ATTENTION TO CASE DISPLAYS . . cal 
BIRDS, BEES, AND FLOWERS KEY NEW FRENCH NEWELRY . . 200 
CAMPAIGN MAKES TOWN CHRISTMAS CONSCIOUS . . . 204 


SUPER-STYLED ADVERTISING BEAMED AT YOUNG CUSTOMERS . 210 
MODERN AND ANTIQUE JEWELS DRAW ANNIVERSARY CROWDS 218 


DISPLAY IS KEY TO LUGGAGE SALES .... . 226 
BETTER SELLING FOR BETTER PROFITS ........ . « 230 
“DOLLAR TABLES" CLEAR INVENTORY . . ces « «oe 
PUBLICITY BUILDS STORE'S CAMERA DEPARTMENT . . . . . 268 
LONG RANGE PROGRAM INSURES STERLING SALES . . 278 
PERMANENT STERLING WINDOW BUILDS STORE REPUTATION . . 282 
THE AD-VISER. . % a 
INVENTORY MUST BE PACED BY SELLING ........ . 294 


Store Modernization 


SEVEN FLOORS OF SELECTIVITY AND SERVICE ...... . 214 
A MERE $500 BUILT THIS STORE .. . . eee ke oe 
THE SUBURBS GO TO TOWN ........ . «© « « « « 320 


The Trade at Large 


J. 1. C. HAS MADE GOOD . oe a a a 
HAND SKILLS CREATE HOLLOWWARE ART i* «~*s & « « ee 
NEW JEWELS FROM OLD .. . ‘ ip ec ee & = 3 Oe 
WATCH THOSE CHRISTMAS CHECKS! ~~» oh & «@ « & & oe 
DOOR-TO-DOOR PEDDLERS CAN BE LICKED ....... . 276 
CO-OPS DEPRIVE U. S. OF $3 BILLION YEARLY . . sos ae 
CITY TRADE ASSOCIATIONS MAINLY SOCIAL IN NATURE » » « ee 
Technical 
PHYSICAL PROPERTIES USED IN IDENTIFYING GEMS ... . . 206 
HOW TO MAKE A STEM . . ~_« & «@ «OR 
WORKSHOP QUESTIONS AND. ANSWERS Ys se * « + & 2 
Departments 
SPEAKING OF THE JEWELRY TRADE ........... #+JI77 
MY DISPLAY PROBLEM .. . . es 2 oe eee ee we 
Cs 3" <¢ » «© 6 &¢ & & & + © we & me & ! OU 
NEW GIFTWARES ee a er ee a ee a ae ee ee 
ee 5 5 6 ke se + 2 ee ee ee ht eh Ul lhc Ce 
NEWS . . ae ae a ee ee eS ee ee ee ee ee ee ee 
EDITORIALS . gk ae de eae ae, a} ee ae eee ee 


OWNED, PUBLISHED, AND COPYRIGHTED (1947) BY THE CHILTON CO., INC. 
Executive Office Editorial and Advertising Offices 
Chestnut and Séth Sts. ® 100 E. 42nd St. 
Philadelphia 39, Pa., U. S. A. New York 17, U. S. A. 


OFFICERS AND DIRECTORS 
JOSEPH S. HILDRETH, President; EVERIT B. TERHUNE, P. M. FAHRENDORF, JULIAN CHASE, 
THOMAS L. KANE, G. C. BUZBY, CHARLES J. HEALE, Vice-Presidents; WILLIAM H. VALLAR, 
Treasurer; JOHN BLAIR MOFFETT, Secretary; HARRY VY. DUFFY, T. W. ‘LIPPERT, FRED V. COLE 





PAUL WOOTON, Washington Member of the Editorial Board 





The Jewelers’ Circular-Keystone, published monthly and copyrighted by Chilton Company (Inc.), Chestnut and 56th 

Sts., Philadelphia 39, Pa. Entered as second class matter at the Post Office in Philadelphia, Pa., under the Act 

of Congress of March 3, 1879. Subscription prices—United States or its possessions: one year $3.00; "Mexico, Central 

America, South America, Spain and its colonies, one year $3.00; Canada, one year $4.00; other foreign countries, 
one year $12.00; single copies 35¢ in U. S. A. Subscriptions payable in advance. 











SPEAKING OF 


OU MAY NOT realize it, Mr. 
Jeweler, but you have in your 
store several dozen (perhaps several 
hundred) “instruments” capable of 
discovering radioactivity. They’re 
1,000 times better than Geiger coun- 
ters (the gadgets the scientists used at 
Bikini to locate deadly alpha, beta 
and gamma rays) and far, far more 
compact. 
We refer to perfect, colorless dia- 
monds which, according to the Na- 
tional Bureau of Standards, are ideal 





AHH 
RADIOACTIVE 
MATERIAL // 





for discovering radioactive waves. Al- 
though the diamond is extraordinar- 
ily hard, there are, nonetheless, com- 
paratively huge spaces between its 
atoms. Alpha, beta and gamma rays. 
encountering the precious stone, go 
rattling around from atom to atom in 
high style, thereby revealing their 
presence. 

Don’t expect to lay a diamond near 
a radioactive substance and hear a 
loud knocking, however. The gem 
must be placed between two brass 
electrodes, one of them putting 1,000 
volts of electricity across the stone. 
The other electrode is connected to 
an amplifying apparatus which may 
register the radiation either on a 
meter or through earphones. 

One of the diamond’s advantages 
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as a radiation detector is its size. In 
medicine, for example, a Geiger 
counter is too bulky to narrow the 
rays down to a specific area in the 
human body. They may be coming 
from a man’s stomach, liver, kidney 
or other organ. The diamond, how- 
ever, can be used to localize radia- 
tion quite precisely—under certain 
circumstances it can even be swal- 
lowed. 


© © 


A COUPLE of jewelry store em- 
ployees in Corsicana, Tex., 
take the prize for lack of powers 
of observation. 

One night burglars heaved large 
rocks through both of the store’s dis- 
play windows, leaving shards of glass 
scattered all over the entryway, great 
gaping holes in the windows, etc. 
Quite a noticeable situation. 

But bright and early the next morn- 
ing the employees showed up for 
work and banged furiously on the 
door, seeking admittance. 

“Take it easy, take it easy,’ said 
the owner, opening up for them. “We 
had a burglary last night.” 

The two employee’s eyes widened. 


“Yeah?” they asked. “Where?” 
© © 


HIS ITEM belongs, probably, to 
our “50 Years Ago” department. 
But since it is a trifle long-winded 
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for brief mention, we'll include it 
here. 

Back in September, 1897, five 
Mount Vernon, N.Y., jewelers had 
Western Union electric clocks in their 
stores. And proud of them they were, 
too, for weren’t they the latest thing 
in synchronized time? 

One morning, however, things 
went haywire. In all five of the stores 
the hands started spinning around 
on the clocks and the gongs, usually 
depended upon to chime the hours, 
began beating out a steady, staccato 
rhythm. The jewelers became fran- 
tic — after all, customers wouldn’t 
enter the stores. Said they couldn’t 
stand the racket. 

Finally one enterprising person en- 








tered one of the stores—a telegraph- 
er. And after listening a moment he 
announced that the gong was bang- 
ing out a message from Greenwich, 
Conn., to New York City. A short 
circuit somewhere had connected the 
clocks with the regular telegraph 
route, rather than the special clock 
circuit. 

Red-faced, Western Union immed- 
iately restored order, assuring the 
jewelers that a thing like this could 
happen only once in several thousand 
years. 
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1 ()METHING we have always sus- 
pected as a result of accompany- 

ing the Little Woman on Saturday 
afternoon expeditions into Gotham 
has been confirmed by a survey con- 
ducted by the DuPont Cellophane Co. 
“People,” DuPont states, “buy four 
times as much as they expected to 
when they go on a shopping tour.” 

DuPont’s investigators confronted 
women in a number of stores and 
asked them “Why did you come into 
this store at this time?” One out of 
every four women said “Just to look 
around.” However, in _ low-priced 
stores two-thirds of the women bought 
something they had not planned to 
buy — this volume accounting for 
nearly half the store’s business. 

Ninety-one per cent of all the “im- 
pulse purchases” were items on dis- 
play, the report continues, with 87 
per cent of the people buying through 
the attraction of sight, 5 per cent 
through sound, 314 per cent through 
smell and 14% per cent through 
taste. 

The moral for the jeweler, of 
course, is clear: People buy what they 


see. Therefore displays — both win- 
dow and interior arrangements — 
are vitally important. 

We’ve known this all along, of 
course, and mentioned it frequently. 
But now the figures prove it. 


© © 


S OME jewelery store thieves get 

away by the skin of their teeth 
but in Chicago, recently, one didn’t 
get away because of the skin of his 
hand. 

After robbing a Loop jewelry store 
once, a rather unscrupulous fellow 
decided that he’d return, the pickin’s 
having been so good. On the sec- 
ond trip, however, his hand caught 
in a collapsible steel lattice in front 
of the window and, in his efforts to 
get away quickly, a bit of skin was 
left hanging there. 

Somewhat later police picked the 
fellow up on general principles (he 
was huddling in a doorway, to be 
specific) and, when he was booked 
at the station-house, a healing wound 


was observed on his hand. Hustling | 


him off to the Crime Detection Lab- 




















“Did you ever go swimming and forget to take your watch off?" 
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oratory, police discovered that the 
remanent of epidermis left on the 
jewelry store lattice fitted the wound 
exactly. Confronted with this evi- 
dence the prisoner confessed to the 
robbery and three others as well. 
“Mighty wonderful, mighty wender- 
ful,” he murmured. “A man sure 
can’t fool science.” 


© > 
CCORDING to one of the huck- 


sters’ journals, the August issue 
of Mademoiselle (a young ladies’ 
fashion magazine) weighed two 
pounds six ounces and contained 
432 pages. 

Far be it from us to brag or 
otherwise attempt to embarrass a 
Mademoiselle (we are, we think, the 
soul of chivalry), but the August is- 
sue of THE JEWELERS’ CIRCULAR- 
KEYSTONE weighed two pounds eight 
ounces and contained 436 pages. Not 
only that, but most any issue of 
JC-K has weighed as much and has 


had as many pages. 
© © 
OT ALL “robberies” end up as 


innocently as the recent one at 
Gordon’s Jewelers, New Orleans, La. 

At 3:00 o’clock one morning the 
burglar alarm at the store went off, 
summoning guards from the Amer- 
ican District Telegraph Co., the New 
Orleans Private Patrol, and the civic 
sendarmerie. 

Creeping up on the store, this small 
regiment of armed might stopped 
and stared: the brazen “prowler” 
was openly cavorting in Gordon’s 
display window. 

Turned out to be a cat whose tail 
had apparently brushed against the 
burglar alarm tape running around 
the window. 


> © 
A PROFIT of 475 per cent on imi- 


tation jewelry is worth taking 
out a license for, according to Re- 
corder E. J. McManamy of Montreal 
who, before fining Paul Gagne $10 
and costs for selling rings on the 
street without a license, asked him 
his cost and selling price. 

Gagne said he paid 52 cents each 
for the rings and sold them for $3 
each. He was picked up by police 
when he could not produce a license 
for street peddling. 

“Tt seems to me it would be worth 
while to buy a license with a profit 
like that,” said the Recorder. 
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Windows For the Coming Month 


nm CHRISTMAS 











Papier mache Santa Claus fig- 
ures are 21 inches in height, 
half-round and come .in groups 
of five or bought separately. 





Santa Claus figures 
set theme for this 
Christmas display of 
silver. Large holl 
leaves of green felt 
are suggested as dis- 
play placques for the 
smaller pieces shown. 


HE manufacturers of display materials seem to have 
outdone themselves this year in the creation of 
Christmas decorations and fixtures, particularly in sizes 
and at prices suitable for the average small store. There 
should be no need or temptation this year to drag out 





MATERIALS REQUIRED FOR SANTA CLAUS DISPLAY 


Material 


Santa Claus papier mache figures 
five styles—2I— high 


Background paper with glitter 
stars imprinted 


Aluminum foil stars or 
mirror stars 

Green felt for holly leaves 
I'/, yards 

Copy scroll 

Gift wrapping and ribbon 


Source 


Staples-Smith, Inc. 

8 West 40th Street 
New York 18, N. Y. 
Dingleman-Wolff Co. 
112 West 42nd Street 
New York 18, N. Y. 
or local distributor 
Austen Displays 

31 West 3Ist Street 
New York I, N. Y. 
Local 

Local 

Local 
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last year's probably more than slightly bedraggled holly 
and tinsel for another showing. . ; . 

It has always seemed to me that Christmas is essential- 
ly an old-fashioned holiday and I’ve never been able to 
whole-heartedly like the sleekly sophisticated type of 
Christmas decoration which has been more or less in vogue 
‘n recent years. This year, however, although fascinating 
modern materials are used in their making, the gen- 
eral effect as one walks through display showrooms is of 
our childhood dreams of Christmas come to life! All the 
old-fashioned glamour and glitter is there, executed in 
the most amazing materials, and with all sorts of prac- 
tical angles from the displayman’s viewpoint, carefully 
taken into consideration. 

There are Christmas trees and wreaths and garlands 
and dream-like stuff by the yard of spun glass in brand 
new forms, nets and lacy textures and something they 
call “Dream Puff’ which looks like the foam on the 
top of an ice cream soda and comes in the same luscious 
colors. There are fascinating things done with wire and 
wire netting — little trees and sleighs and deer — some 
painted, some bedecked with Christmas balls and se- 
quins. 

Papier mache is hardly a new medium, but display 
designs executed in it seem to grow more amusing and 
attractive each year. Lucite and Plexiglas fixtures and 
novelties are clever and dainty. Motion units are be- 
coming more readily available, well constructed and in 
perfectly good taste for jewelry store use. Specific sources 
for Christmas items are given in the Display Shopping 
Column in this issue and you will find many of them at 
your local display showrooms. 

When doing your Christmas “display” shopping—Try 

(Please turn to page 236) 


by VIRGINIA DIXON 


Ribbons are extended from base of 
tree to gift packages and group- 
ings of jewelry pieces arranged on 
circular elevation in this display. 
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Christmas tree used in 
display below is of spun 
glass and may be purchased 


in 


almost any height. 








MATERIALS REQUIRED FOR CHRISTMAS TREE DISPLAY 


Material 


Christmas tree of Dream Puff with 
Christmas tree balls and sequins 
—height to order 

Snowstorm paper for background 


Copy ribbon 
Gift wrapping—pastel tissue an 
'/>"" satin ribbon ) 


Source 


Staples-Smith, Inc. 

8 West 40th Street 
New York 18, N. Y. 
Bulkley Dunton & Co. 
295 Madison Avenue 
New York 17, N. Y. 
or local distributor 
Local 

Local 
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We counted on your help in launching “Remembrance.” 


But the volume of effective, enthusiastic co-operation 
we have received from 1847 Rogers Bros. dealers all over 
the country 


BEATS 
ANYTHING 
WE EVER 
SAW BEFORE! 


We’re deeply grateful. 

Your vigorous enthusiasm confirms our faith that 
“Remembrance” will become the largest-selling and best- 
loved silverplate pattern in silverware history. 


‘We're turning out “Remembrance” and the other three 
popular “1847” patterns at top speed these days... 
making every effort to fill your orders as adequately and 
promptly as we are able. 


1847 ROGERS BROS. 
CYneud Snol Lives 


The International Silver Company, Meriden, Conn. 
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jJ.1.C. Has Made Good! 


In the one short year of its existence, the Jewelry Industry Coun- 
eil has already chalked up impressive record of achievements 
for the trade—with many others planned for the coming year. 


NE year ago this month—in October 1946—all seg- 

ments of the jewelry industry united to form the 
Jewelry Industry Council for the purpose of carrying on 
a cooperative campaign of promotion and education to 
help the jeweler in his competitive effort for the post-war 
dollar. 

Comprehensive preliminary surveys had clearly shown 
the need for such a program if the jewelry business was 
to maintain its place in the sun, and the trade promptly 
endorsed the idea of an organization for that purpose. 

At the start, of course, it had to be accepted on faith. 
Now let’s see how well it has justified that faith in this 
one year of its existence. The record, especially for a new 
organization just getting underway, is an impressive one. 
Take a look at this list of actual achievements. 


NATION-WIDE PUBLICITY 

Favorable publicity in the newspapers and magazines 
and over the radio is, of course, one of the most potent 
forces in building consumer demand. The Council has 
been daily on the job of providing the press and radio 
with such material and has been highly successful in 
getting it used. Space given to it in newspapers and 
magazines alone is conservatively valued at more than 
$525,000 as at the end of September. This does not 
include radio time or material in encyclopaedias, reference 
books, etc., because of the difficulty of estimating the 
money value of such publicity. | 

Also not to be overlooked is the highly valuable work 
the Council has done in heading off undesirable publicity. 
and in obtaining corrections or retractions in a number of 
instances where things unfavorable to the jewelry trade 
have appeared in print. 


NEWSPAPER CARTOON FEATURE 

The “Believe It Or Not” type of pictorial feature has 
been proved to have a high degree of reader-interest. The 
Council, therefore, has created a series of such drawings 
aimed particularly at the newspapers in the smaller cities 
and towns and has been distributing these at regular inter- 
vals in mat form. This feature, “Roots of Culture—Good 
Taste, Then and Now,” which traces the history and use 
of jewelry, timepieces and silverware down through the 
ages, has proved immensely popular and is being used by 
1,451 separate newspapers. 
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FASHION SHOWS 

The influence of fashion on feminine personal jewelry 
is obvious. On that account, the Council has taken full 
advantage of this type of publicity by staging two national 
fashion shows—one in Chicago and one in New York— 
both of which through publicity given them in the press 
and over the radio developed a high degree of interest 
among the buying public. Both shows also dramatized 
new sales opportunities for the retail jeweler. 


PROMOTING SPECIAL GIFT OCCASIONS 

The jewelry business depends largely upon the pur. 
chase of merchandise for gift purposes, and therefore, the 
Council has given particular attention to providing its 
retailer members with merchandising and promotional 
aids to help them to capitalize on the principal gift occa- 
sions during the year. 

Complete promotion kits with ideas for window dis- 
plays, advertisements, radio announcements and direct 
mail literature have been supplied to every retailer mem- 
ber in connection with each of the following occasions: 


St. Valentine’s Day 
Easter-Spring 
Mother’s Day 
Graduation 
Father’s Day 
Back-to-School 
Thanksgiving 


~ Christmas 


Many jewelers have voluntarily stated that they found 
this material extremely helpful. 


EXTENDING THE CHRISTMAS BUYING SEASON 

The Council, convinced that persistent effort over a few 
years can broaden and extend the Christmas buying sea- 
son, issued a special promotion booklet on Christmas Lay- 
Away Plans and urged widespread promotion of Christ- 
mas Lay-Away Plans. 


SPEAKERS SERVICE BUREAU 


The public likes to see jewelry store merchandise. 
Jewelers are welcome speakers at social, civic, educational 
meetings. The Council, therefore, established a Speaker's 

(Please turn to page 236) 
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Ad Ideas Keyed 


lo luletide Spirit 


Layouts 


RE you stuck for ideas for your Christmas ads? 


In case you are JC-K presents, on these pages, 
some ideas which may take you over the hurdles. Five 
layouts whick were effective for jewelers last year are 
shown on the opposite page and, in the next column, are 
35 headline ideas especially slanted to attract attention to 
Christmas merchandise. 


The ads shown on the opposite page were run by jewel- 
ers in various sections of the country and, therefore, may 
be considered as representative. 


GIFTS IN GOLD 


The first, suggesting “Give Precious Golden Gifts for 
Christmas” was run by Friedlander & Sons, Seattle, 
Wash. A line drawing featuring rings, earrings, a locket 
and watches, surmounted by an appropriate Yuletide dec- 
oration, presented the merchandise in a dignified, attrac- 
tive manner. 


RINGS, BRACELET, BROOCH 
“Gifts That Have the Golden Touch” was the theme of 


an advertisement by Wiss Sons, Newark, N. J. Ten rings, 
a bracelet and a brooch were featured in the ad which 
deliberately foreswore the usual Christmas holly and 
poinsettia decorations. 


WATCHES 


Shuttles, in Dallas, Tex., warned “It’s Time to Give a 
Thought to Christmas” and showed four watches suitable 
as gifts superimposed upon a silhouette of a grateful 
recipient. 


PRECIOUS JEWELRY 


Linz, Jewelists, also of Dallas, captioned their ad, 
“Design for Christmas . . . Just 8 Weeks Away!” The 
ad itself was devoted entirely to a pin and earring set in 
14K gold, platinum and precious stones. 


ALL DIAMONDS 


“Christmas is Sooner Than You Think” warned a 
Christmas dwarf in an ad for Laula’s, Detroit, Mich. 
Diamond rings were featured exclusively with copy stat- 
ing “Now is the time to lay away that most precious gift 


of all.” 
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Headline Ideas 


FOR STERLING SILVER 


A Christmas Gift For the Entire Family. 

Shining Examples of Gracious Giving. 

The Gift Magnificent for Her and the Home. 

Sterling Silver Is Still the Christmas Star. 

She Will Be Glad That You Matched Her Taste in 
Silverware. 

Gifts That Please and Last Through the Years. 

“Mr. Mindreader,” she'll say, “How Did You Ever 
Guess?” 

Only Silverware Can Impart Such Charm and Dis. 
tinction To Her Table. 

Silverware Is Something She Has Always Wanted. 

Generations of Gracious Hostesses Have Hoped For 
Silverware for Christmas. 


FOR WATCHES AND CLOCKS 


You Bet We'll Settle for Watches (illustration of boy 
and girl). 

Time—for Christmas. 

There’s No Time Like These Presents. 

A Timepiece Is the Ageless Gift. 

The Right Gift For the Right Time. 

... For Every Wrist on Your List. 

Here’s Christmas Time at its Best. 

Gifts of the Hour. 

No Time Like the Present—And No Present Like the 
Time! 

Christmas Time—All Year ’Round. 

Santa’s Watching This Year. 

For Those Christmas Morning “Oh’s” and “Ah’s.” 


FOR DIAMOND RINGS 


The Eye for Fine Things Singles Out—Diamonds! 

Christmas Treasure for the Treasured—A Diamond 
from Your Jeweler. 

If You Can’t Give Her the Stars, Give Her Diamonds. 

Diamonds, the Gifts That Live Happily Ever After. 

Brilliant Diamonds to Match Her Loveliness. 

Time Will Not Fade Their Glory, Nor Dim Their 
Radiance. 

Diamonds to Make Christmas Day Last Forever. 

The Gift of Beauty That Is a Gift Forever. 

Nature’s Gift to Man—Man’s Gift to Woman. 

Diamonds—the Gift Eternal. 

Nature’s Perfect Gift For Your Idea of Perfection. 

Wind Yourself Around Her Heart With a Diamond. 

Make This Christmas Last a Lifetime—Give Diamonds. 
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Christmas ads will be more effective if carefully planned 
now. rather than thrown together at the last minute. 


Here are some suggested layouts and headline ideas. 
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Joe Kelly, Sr., 
nationally - known 
quizmaster, was 
a featured con- 
testant on his 
son's first pro- 
gram for Daniel's. 





a Feudin'and Hiehtin’” 









HEY’RE a-feudin’ out in Battle Creek, Michigan. 
- Yep—you can hear the guns poppin’ for miles 

aa around, pardner, and it don’t make no difference if 
you re a man or a woman. Both sexes are falling vic- 
tim to the feud. 

But it isn’t a gory sort of battle, really—no one is left 
‘layin’ on the mountain a-bleedin’ like a “fountain” as 
they say in the song. The whole thing is all in fun and 
broadcast over radio station WELL three times weekly 
under the sponsorship of Daniel’s Jewelry Co. 

The Daniel’s firm, which comprises a chain of six 
stores, has had man-in-the-street quiz programs of the 
usual sort for some time. People would be asked a ques- 
tion and, if it was answered correctly, some sort of prize 
would be given to them. 

Scene of the thrice-a-week “slaughter However, Samuel R. Kaufman, manager of the Daniel's 


hen Daniel's "Feudin'" sh 5 on ' 
he oir, ts yery in fant OF thine. store in Battle Creek, felt that a different type of show 


SS 
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Daniel’s Jewelry Co., Battle Creek, Mich.. offers a departure from 


the usual type of man-in-the-street program: contestants cut loose 


with “‘shootin’ irons”’, the first to fire winning the prizes. 


was needed. “Something,” he said, “with a catchy and 
punchy name and a cute gimmick that would create an 
interesting response for the purpose of approaching 
Christmas business early.” Accordingly, it was decided 
to try something different. 

The popular song “Feudin’, an’ Fightin’ and a-Fussin’ ” 
provided Mr. Kaufman with the initial idea for the new 
series. By now this synthetic modern hillbilly tune has 
pretty much swept the country by storm—but as early 
as the first part of August Mr. Kaufman realized its 
possibilities. The new Daniel’s program would, he de- 
cided, depend upon “feudin’.” 

Then came the matter of a master of ceremonies. 

The name of Joe Kelly is magic in Battle Creek, since 
the famous master of ceremonies on the nation-wide Quiz 


Se 
aeL'S <°° : 
panit for over 2" 


gaithfulls 


The large ad (left) announced the 


"Feudin''' show 


broadcast. News clippings (right) 





Kids show started out on WELL some 18 years ago. It 
occurred to Mr. Kaufman that although Joe Kelly him- 
self probably wouldn’t be available to conduct the new 
program for Daniel’s, his son, Joe, Jr., would be just 
the man. Accordingly, the younger Kelly was approached, 
accepted the job, and plans were laid for the program’s 
format. 

Entitled “Feudin’ for Fun,” the Daniel’s program 
was well-publicized in advance of the August 15th initial 
broadcast. Most of the publicity revolved around the 
fact that Joe Kelly, Sr., was to be a guest on his son’s 
show. Newspaper stories in advance of the program, a 
half-page advertisement by the store the day before the 
initial broadcast, and a long illustrated news article the 

(Please turn to page 239) 
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Hand Skills Create 


ROM the drafting board to the finished product, the 
manufacture of fine plated hollowware is a detailed 
operation in which the hand of the artisan plays no small 
part. To acquaint its readers who have not been so for- 
tunate as to be able to see in person the work that goes 


|. A hollowware pattern is first created on the designer's drawing 
board after which an engineer prepares detailed blueprints for the 
tool and die makers. 


2. After the item has been designed, the model maker produces 
a plaster dummy which reproduces the designer's drawings in three 
dimensions. 


3. The third step is the cutting of molds and dies, which is done by 
skilled craftsmen who capture in hard metal the delicate design 
detail of the original. 


4. The dies are’ mounted in press which stamps out hollowware 
parts. Here coffee pot halves are being stamped from metal sheets 
which have previously been embossed with an ornamental design 
by being passed through steel rollers into which the design is cut. 


5. Parts like bases and necks are formed by roll spinning which is 
used to give a graceful curved shape to many pieces. 


6. Between the various operations the parts are annealed in huge 
ovens to keep the metal malleable in order to avoid breakage and 
to enable it to take the fine detail of design. 


7. After the body halves of a piece of hollowware are silver sold- 
ered together the seams are carefully hammered by hand to pro- 
vide a perfect bond. 
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Hlollowware Art 


into the making of the articles they sell, JEWELERS’ 
CiRCULAR-KEYSTONE provides herewith a picture tour of | 
the factory of Oneida, Ltd., Oneida, N. Y., showing the | 


various steps in the making of silver plated hollowware. 





8. In the final assembly, feet, handles, etc., are silver soldered to . ao 3 | | 
the body of the article. Here the operator is completing the as- " | & Seer La tw | 
sembly of a water pitcher. f J 4 a * 


—- 





9. After assembly and before plating each piece is thoroughly 
polished to a flawless finish since any imperfection in the base 
metal would show through the plating on the finished article. 


10. After the base material is polished, it is immersed in a plating 
vat where a carefully pre-determined thickness of silver is deposited 
uniformly over the entire article. 


11. Hollow pieces like coffee pots and pitchers are given an extra 

plating of silver on the inside so that an extra heavy layer of pure 

silver will come in contact with the food or beverage which the 
article contains. 








12. Skilled fingers add "color" to bring out the detail of orna- 
mentation and design.. 


13. Master craftsmen give the silver its final lustrous finish on 
special buffing wheels. 


14. Here a carefully trained operator gives the finished article its 
final inspection and wraps it for shipping in a tarnish free fleece- 
lined bag. 




















by ERNEST W. FAIR 


Silver department is located 
on left side of store. The 
wall cases are lighted from 
the side with concealed fluor- 
escent lamps. Flatware and 
hollowware are shown in al- 
ternate display counter cases. 
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The design of the new Gre 
store follows a circular oh 
tern with rounded henesae 
in each of the four corners 
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That’s the operating policy of the Carl Greve Jewelry Store. 
Portland, Oregon. whose owner believes that salespeople must 


be fitted to the store’s personality to do a good selling job. 


o* IVE your customers the most modern jewelry 

ds store and best possible merchandise therein, 
and design that store for selling as well as prestige-creat- 
ing purposes and you have won half the battle toward 
obtaining a successful retail jewelry institution,” declares 
Carl Greve, Jr., co-owner of the Carl Greve Jewelry Store 
in Portland, Oregon. 

“The other half of the job can be accomplished by 
rendering the maximum service to your customers; know- 
ing them personally and conducting your business on a 
friend-to-friend basis, adds Carl Greve, Sr., who with 
his son owns and operates this 25-year-old institution 
which in most attractive new surroundings, occupies a 
space four times the size of that in which it was founded. 


Theirs is a smart jewelry store establishment whose 
outstanding reputation has been built on policies of fair 
dealing, sound merchandising and consistent newspaper 
advertising. 

After several years use of various media, Greve’s 
have found that their advertising percentage in relation 
to sales could be cut 65 per cent by placing practically 
all of their promotional material in newspaper adver- 
tising. They have constantly increased their volume of 
business following this decision; some twenty-fold they 


told us, since 1932! 


Personalized service and active work within social 
clubs has also been used to build the business of the 
Greves. Every member of the staff knows every cus- 
tomer of the store and sells in every department. Getting . i ane 

. : . : ront of the store is of modernistic de- 
acquainted with all the customers is a first rule in the lon’ uli dbalens uatimas oud ghia 
Greve store, which results in customers having no fa- frame windows. Note unusual open-effect 
vorites, and therefore no topnotch salesperson could leave awning which prevents sun rays from hit- 

‘ ; ting window, yet allowing overhead light. 
and take customers with him. 


This personalized principle has been extended to the Note mirror treatment of center support 
store’s newspaper advertising, also. Standard mat layouts pest mating @ eppene setny ee 
are never used but every advertisement is carefully laid _ 
out to conform to the store’s personality. Some time ago E- 
it was found, for example, that drawings of merchandise 
proved far more effective in this advertising than photo- 
graphs. 

“Photographs have their place in advertising,” Carl 
Greve, Jr., pointed out, “but not in the presentation of 
fine merchandise. An artist can, with the additional lee- 
way given his pen, glamorize such merchandise much 
more effectively and can show fine detail and expert 
craftsmanship to much greater advantage. It costs more, 
but we’ve found it many times more effective in selling 
quality merchandise in particular.” 

Pressure selling is also definitely out of the Greve 
scheme of merchandising. This method of building sales 
is never used in store selling or in newspaper copy. 

(Please turn to page 240) 
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Black, Starr & Gorham, New 
York, used this artificial 
tree decorated with silver 
balls and stars set in -bank 
of “snow" and twigs dipped 
in white and sprinkled with 
“sparkle as background for 
gift window of silver, leath- 
er, porcelain and glass. 


BLACK. STARR & GORHAN 


Christmas Settings 


RAWING close is the jeweler’s biggest and best 
selling season—Christmas—for which it behooves 
him to be right on the ball, this year more so than at any 
time since before the war. With goods in all lines more 
plentiful and other retailers going all out to get their 
share of the consumer dollar, the jeweler is going to 
have to set his sights high in his year-end promotions in 
order to attract Christmas shoppers to his store for their 
gift purchases. 

During the war, the jeweler was for the most part least 
affected by merchandise shortages. True he could not get 
silver or all the watches he could have used, but he did 
have many of the things that fitted in with the consumer's 
gift needs and during these years, the public became more 
used to buying jewelry and the jeweler’s affiliated lines 
than at any time in the past. This is not an advantage to 
be shrugged aside, for many of these war-born customers 


"Gifts to Please the Angels” was the theme 
of Peacock's, Chicago, modernistic windows. 
Green and silver, the stiff paper leaves of 
the "tree stand out against background of 
soft blue. Cheesecloth angels with painted 
faces and cellophane wings set display theme. 


Simplicity of background marked 
this silver display by J. B. Hud- 
son Co., Minneapolis, Minn. Blue 
and chartreuse was color scheme. 
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or Holiday Selling 





have become accustomed to thinking first of their jeweler 
when thinking of gift-giving and it’s up to you as a 
jeweler to keep them thinking along those lines, to your 
obvious advantage. 

One of the jeweler’s most important selling points is 
the eye appeal of his merchandise. There are few other 
lines in the category of gifts that has as much and it’s a 
wise jeweler who plays this up to the hilt. And what 
better place to do this than in his windows. 

Despite the natural appeal of jewelry it still remains 

(Please turn to page 243) 


A highly competitive Christmas 
season in the offing will call 
for the best the jeweler has to 


Offer in window merchandising. 









Modern design simplicity created 
a striking poster-like effect in 
each of Spaulding & Co.'s three 
windows showing gifts "for Him,” 
“for Her," and “for Them." Sil- 
ver and china are shown against 
red background and black floor. 




















(Additional windows are 
shown on following page.) 











This suspended star of tinsel and 
cellophane, sparkling from concealed 
fluorescent light, gave holiday 
life to this display of silverware 
by the Selle Jewelry Co., St. Louis. 
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Christmas windows of S. Jacobs & Co., Minneapolis, 
were done in a soft pink shade including the wreath, 
trees and sleigh and reindeer, which proved to be an 
excellent background for the gift suggestions shown. 


Tiny bands of carolers set the holi- 
day theme for Hess-Culbertsoh windows 
in St. Louis. Both the figures and 
displayed jewelry were dramatically 
highlighted against dark backgrounds. 
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Heffern-Neuhoff, St. Louis, Mo., used a 
black velvet curtain with silver leaves 
and red berries fastened to it in back- 
ground design to highlight the display. 


Christmas Settings 


For 


Holiday Selling 


Simplicity keynoted this holiday window by 
the Zander Jewelry Co., St. Louis, which 
featured a number of small, expensive 
gift items spaced out in front of back- 
ground which simulated big Christmas card. 


Rank & Motteram, Milwaukee, displayed a 
group of gift suggestions on the ‘snow’ 
blanketed window floor against old-fash- 
ioned holiday theme background. A soft 
blue light made snow and gifts glisten. 


Gifts for men, women, and children were separated 
each in their own window at the Jay Dee store, in 
Philadelphia. Simple cutout tree against a back- 
ground of shiny foil furnished motif for displays. Symbolizing the Christmas season with simple 
effectiveness was display of Goff Jewelry Co., 
Sarasota, Fla., above. Jewelry was arrange 
on stars against a red and white background. 
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CULL LEE Longines 
ELLE fie VIZ 







In fine gold filled cases— $39.75 to $59.50 
In cases of 14K gold—$59.50 to $71.50 
iIlustrated: ‘‘Huron’’, man’s strap, gold filled, $49.75 
‘Queen Helena”, lady’s cord, 14K gold, $69.50 


Prices include Federal tax 
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DB Longines NM ttnauer Froduct 


Featured by America’s finest jewelers for 





more than half a century, Wittnauer watches 
are distinguished by a hundred and one 


superiorities of construction and finish. 


For style folder on. Wittnaver watches, write Longines-Wittnaver Watch Co., Inc., 580 5th Ave., N. Y. 19 


MADE AND GUARANTEED BY 











More Attention 


To Case Displays 


by R. A. LYNCH 





OW that the return of long-unobtainable merchan- 

dise means more jewelry on display in showcases, 
the time has come for more attention to good taste man- 
agement, according to Peacock’s, leading State Street 
jeweler in Chicago, Illinois. 

“Jewelry customers expect the finest in display appoint- 
ments and merchandising layouts,” said one of the store’s 
officials, “for the simple reason that jewelry merchandis- 
ing is founded on beautiful: objects, if for no other. 
During the war, however, when there was insufficient 
personnel to maintain cases at peak appearance, and in- 
experienced, untrained personnel had to be used, show- 
cases throughout the entire industry lost a lot of their 
pre-war attraction. Therefore, it will mean a lot to the 
jeweler to insure that every case represents the ultimate 
in eye appeal for the competitive buyer’s market ahead.” 

In Peacock’s own case, several clearly-defined policies 
have been adopted to extract all potential value from 
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Plate glass sections, cut in various 
shapes and colored different shades 
on backs, are used as backgrounds for 
the variety of jewelry items shown. 


Peacoek’s, Chicago jewelers, are 
concentrating on making selling 
displays of their cases through 
eareful attention to arrangement 


and backgrounds of merchandise. 


selling displays in every case in the store. Three major 
points are observed in “case makeup,” which are as 
follows: 

1. Chaste placement of merchandise to give the idea 
of complete stocks with no “mass display” effect. 

2. Colorful appearance. Background and environment 
in each case carefully contrasted or harmonized with the 
specific items it shows, rather than leaving it up to a 
single color or type of background to show a dozen 
different jewelry items. 

3. Appearance maintenance. Every case is so ar- 
ranged that accumulation of lint, dust, etc., cannot detract 
in the slightest from the intrinsic-value appeal of the 
merchandise contained. 

Under this plan, the fourteen rectangular and kidney- 

(Please turn to page 241) 
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lectures on diamonds advance the 
engagement ring tradition 





Ever since 1944, a planned lecture program has been inspiring 
interest in and knowledge of the diamond engagement ring 


tradition. 





These lectures are given mostly in colleges, where talks are 
slanted to fit into various classroom courses including geology, 
gemology, economics, fashion, merchandising, and many 
others. Thousands of young people, many of whom will be 
planning engagements and marriages, have an opportunity 


to hear them. 





Special material has been developed, also, for women’s 
clubs, and business men’s service organizations, and every 


section of the U. S., yours included, is covered. 


Enthusiasm for the diamond lectures runs high, as evidenced 
by the spontaneous questions at the conclusion of each talk, 
by the many requests for a return engagement, and by the 
fact that the lecturer is booked far in advance. Another effort 


stimulating and encouraging your sales. 





Diamond promotion promotes your business 


YOUR diamond promotion includes... 


ADVERTISING supporting the engagement ring tra- 
dition—in Life, Look, The Saturday Evening Post 
and Collier's... stressing the fashion significance 
of diamonds—in Vogue and Harper’s Bazaar. 


PUBLICITY in newspapers, magazines, on the radio. 
MOVIES—“The Eternal Gem’’—to show in your town. 
LECTURES throughout the country. 


Wl E% ii All are designed to help maintain your diamond 
volume. 





pap 








De Beers Consolidated Mines, Ltd. 
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NEW JEWELS 
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FEELING of graceful lines and delicate workmanship is the paramount 
motif in these design suggestions by designer Sol Kaufman, 562 Fifth 

Ave., N. Y., for the remounting of fine old stones from out-dated pieces. Here 
are shown clips, pins and earrings in which the central stones are combined 
with baguettes and melee in intricate swirl designs of platinum or palladium. 
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Of Course, Theyre Beautiful 
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QUEEN OF SIMULATED PEARLS 


Always ask your 
favorite jeweler. 





The lustre and natural color of Victoria 
simulated pearls give them the elegance 
of real Orientals. They’re just right for 
morning, cocktail-hour and formal evening 
wear. From $5 to $100, plus tax. 


Victoria necklaces make the perfect gift. 
Every one comes in the attractive and 
useful Jewel Box. 


VICTORIA PEARL COMPANY LTD. 
New York 





Rockefeller Center . 


there 
are 
royal 
profits 
for 
you 
with 


Wy 
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backed by QUALITY ADVERTIS| 


Be sure you see the NEW Victoria line; 
leading jewelers everywhere are finding 
it the easy road to pearl profits. 


Write or wire us today. 


VICTORIA PEARL CO., LID. 


a division of S. NATHAN & CO., INC. 


610 FIFTH AVE. NEW YORK 20, N. Y. 
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The finest name 
in Pearls 


simulated 
oriental 
cultured 





Always ask your jeweler for VICTORIA 














Birds. Bees 


and Flowers 


--- That's the Keynote of 
New French Jewelry Fashions 


As Seen by Noted Designer 


Miss Ostier window shopping in 
the Place Vendome, Paris, dur- 
ing her recent trip to Eumope. 


Large lacy, three-leaf 
clover gold clip with 
diamond dew drops on 
the leaves. Movement 
is lent to piece by the 
tassels which take the 
place of stem and gold Pyramid of diamonds with icicles of 


streamers along leaves. gold is caught by gold loops and a 
diamond crescent in this earclip. 


Another example of flower 


motif is this platinum and , by MARIANNE OSTIER 


diamond clip or pendant. 


NE year has passed since my last trip to Paris, 
when I reported on the new trends in jewelry fash- 
ions as seen through the eyes of a designer. This year I 
was determined not to go as a designer nor to judge 
jewelry from that point of view, but rather to go as a 
lady of leisure, ready to spend a beautiful time in Paris 
and look at jewelry from the viewpoint of the woman 
who wears it. 

With this thought in mind I went strolling along the 
Rue de la Paix and Place Vendome and again was struck 
by the tasteful and distinctive window displays. In this 
the French are unexcelled. There is no overloading, and 
the onlooker is not confused by seeing a multitude of 
glittering items all at once. Each piece is placed so as 
to show it off to its best advantage. For example one of 
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From the tiniest satellite to the most magnificent Inminary ... the 


diamonds your customers buy will be found at WINSTON. 


When in the market for stones of any size or any price, or for 


exquisite mounted jewelry, you are cordially invited to discuss 


your problems with the HARRY WINSTON Organization. 


HARRY WINSTON, 


| oa oe See oS ie @ on OY) Saw Xe Se fae OF =e © 0 


SEVEN EAST FIFTY-FIRST STREET-NEW YORK 
220 WEST FIFTH STRELT: LOS ANGELES 


OWNERS AND TY? : ' Thee 


JONKER. VARGAS ano LIBERATOR DIAMONDS 





the leading stores at the corner of the Place Vendome, 
had a window display which consisted solely of five half- 
columns covered in brown velvet, each displaying one 
wristwatch. Each column was individually illuminated 
with the rest of the window receding into a dark back- 
ground. It gave a most dramatic effect, and left the pic- 
ture of those watches indelibly engraved on my mind. 

A gay note was struck by another prominent firm which 
: showed a number of “Bull’s Eye” pins. These “Bull’s 
| Eyes” consisted of circles of gold wire with a heart-shaped 
| coral in the center, pierced by a golden arrow. Another 
typically French idea was a gold coiffure, made up of a 
delicately lace-tooled 18 kt. gold helmet, to be worn for 
evening. 

A style very much promoted by the French last year. 
the gold filet or net, so much used in bowknots and other 
types of pins (see illustration ) , is still being fea- hk ite eee oe 
tured although it had never quite caught on with the platinum studded with dio- 
American woman. It seems to have been too old-fash- monds. Center stone is g 
| ioned in appearance without the charm of a real an- . ——— ruby and the under 
| : ] side of leaves are ruby set. 
tique. 

Having just come from the United States, | can truth- 
fully report that I could not observe any radically new 
styles. However, France’s gifted designers have tried new 
approaches and techniques, but the development is one 
of evolution rather than revolution. It cannot be com- 
pared with the revolutionary change currently taking place 
in the field of women’s clothing fashions, where a trend 
prevailing for the past twenty years was completely re- 
versed by one stroke of a designer’s pen. 

To become acquainted with all new techniques and for 
a look behind the scenes, I went to visit my beloved old 
teacher, who, since I left his guidance has trained many 
well-known designers. After having exchanged fond mem- 
ories over a couply of glasses of real old French Brandy. 
we came to the crux of the matter. The question of what 
really would be the coming style. He was always known 
for the sureness of his judgment in predicting coming 
| trends—one of the many characteristics which distingush 
him from his less successful colleagues—and answered my 
question with a joke: “Why the biggest news will be the 
Birds, the Bees and the Flowers.” 

Having access to important manufacturers’ workshops, 
I saw with my own eyes that these predictions are really 
going to come true. For there I saw, in work for the 
coming season, pins, earclips, rings, watches, bracelets, 
etc., all ornamented with various types of flowers, lovely 
birds with multicolored enamel feathers, their bodies 
made of diamonds, and our more colorful insects such 
as lady-bugs and bees for small lapel pins. Of all orna- 

(Please turn to page 244) 





Parrot pin is gold with 
red, blue, and green en- 
amel colors. The comb, 
eye, and one tail feather 
are set with diamonds. 












Graceful platinum leaf 
with graduated diamonds 
folds over a bundle of 
loops and diamond stems 
ending with sapphires. 


Something new in covered watches is this piece which 
features graduated loops holding center motif of small 
gold flowers and diamonds, lifting up to reveal watch. 
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Steller's window which showed native 
gates set in rings, bracelets, necklaces, 
etc., drew heavy attention from shoppers, 


Johnson's Jewelers won second prize in 
their division for this window featur- 
ing Santa's sleigh heaped with gifts. 





Co-operative Campaign 
Makes Town 


Christmas Conscious 
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Ad by Steller's pictured a bai a. | 


group of jewelry pieces and 


| by W. B. STODDARD quoted store's price range. : 
ae tae — BD j 
HERE’S nothing new about a co-operative campaign : = = 
on the part of the retail merchants of a town to put Ch tar ace 
over a special selling event and even a Christmas promo- Sean: 





: 
| tion, as in the case of the store owners of Ventura, Calif., 
| last year. However, the outstanding success of this 1946 


| campaign of the Ventura Merchants’ Association provides po 3 Smale hos ® s 
i | a number of tried and proven ideas which could be — Eee eco 
| adopted by other jewelers and tailored to their own needs. —— 


The Merchants’ Association of Ventura spent some 
$7,000 in putting over the campaign but it was money 
well invested for it brought hundreds of visitors from a 
radius of 100 miles for five weeks before Christmas. The 
majority of those who came to look remained to buy. 

The season opened on the evening of November 22nd, 
with Santa riding down the long main thoroughfare in 
his aeroplane mounted on a truck. The parade started 
at 6:30 so that the kiddies could be off the streets early. 
In addition to Santa’s float there was another one carry- 
ing the Ventura Philharmonic Players, who rendered 
many of the timeless Christmas carols. Later Santa ap- 
peared on the street, giving candied popcorn to the 
youngsters. 

The Merchants’ Bureau and the Junior Chamber of 
Commerce sponsored a home decoration contest, with 

(Please turn to page 245) 


Hamilton's featured flatware and 
hollowware in their wreath-hung 
window. Large gift-wrapped par- 
cel suggested silver as present. 
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The Magic Circle diamond that your customer buys is guaranteed. This printed _ 
guarantee form, handsomely done in two colors is a handy sales clincher for every 
jeweler and is offered without charge as part of the vast merchandising and promotional - 
program behind Magic Circle diamonds. This guarantee adds prestige to your store 
and engenders greater faith and confidence for you and your customers as well as 
helping to make more profitable diamond sales. And, Magic Circle diamond, with its 
specially cut and highly polished girdle that adds extra brilliance and even gives the 
impression of greater size is an outstanding value...today and ALWAYS! 


If you aren't familiar with this most beautiful of all diamonds, write today 
for a memorandum selection. No charge or obligation, convince yourself . 
just what tremendous diamond sales may be yours by featuring Magic Circle © 
diamonds in your city. In addition, Magic Circle diamonds may be purchased — 


loose or mounted. 
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Physical Properties Used in 


Determination of Jewelry Stones 


3. Dichroism 


EFORE the development of Polaroid, jewelers de- 

termined the property of double refraction in jew- 
elry stones with a simple little instrument known as the 
dichroscope. For many colored stones it serves the same 
purpose as the more generally useful polariscope. We 
saw, in the account of that instrument, that light passing 
through crystallized doubly refracting stones was slowed 
and absorbed differently in the different crystal direc- 
tions, depending upon plane in which the transmitted 
light was vibrating. Dark green tourmaline and quinine 
iodide crystals were particularly good examples of crys- 
tallized substances in which the absorption of one of the 
rays was very strong, so strong in fact that all of the 
transmitted light was vibrating in a single plane. Many 
of our colored stones show similar, but less pronounced 
differences in the color of the transmitted light in the 
different crystal directions. These differences are impor- 
tant to the lapidary, for often only one of the rays has 
the most desirable color, and the position of the table in 
reference to the principal crystal axis is of fundamental 
importance. 








Lema «<= STONE 





WAX 








END 


EYEPIECE RS RHOMB GLASS PRISM 


CEMENTED TO CALCITE 


Fig. |. A strongly double refracting material, of which 
calcite is customary, is used in traditional dichroscope. 


Some stones show comparatively little difference in 
color in two different axis directions, others have great 
differences. Obviously, an instrument which would sepa- 
rate the two vibration directions of the stone would re- 
veal these color differences. Such an instrument is avail- 
able in the dichroscope, its name implying that it shows 
two colors. 

The traditional dichroscope, Fig. 1, utilizes a piece of 
strongly doubly refracting material, calcite is the cus- 
tomary one, though one could be made from quartz or 
any such doubly refracting material, if large enough 
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~ ROTATING 


by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 


pieces were available and a large instrument was wanted. 
Calcite has a good cleavage, making rhombs. A single 
dot on a piece of paper, or a hole punched through a 
card, appears to be doubled when viewed through the 
calcite. This is because two rays of light pass through 
the stone, one being bent more than the other, and its 
oscillations lying in a plane which is at right angles to 
the first. 


VIBRATION DIRECTIONS 
oF THE STONE 


VIBRATION 
DIRECTIONS 

















COLOR OF 


OLOR OF 
C R OTHER RAY 


ONE RAY 


Fig. 2. Dichroic colors of a ruby as seen 
through eyepiece of dichroscope. Colors 
of different crystal axis are made apparent. 


It is obvious that the further the light travels through 
such a piece of clear calcite, the more widely the two rays 
will be separated. If the size of the underlying dot or hole 
is carefully gauged, it would be possible to make the 
dots adjoin like two balls touching at the edges. If, in 
place of a round hole, one were to make a square opening, 
one could create the effect of two windows, like the upper 
and lower planes of an ordinary window, as shown in 
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Fine White Marquise 
Diamond 14.95 Cts 


Diamond Ring 
$25,000 net . 
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Fig. 2. There would be this difference, however. Where 
the light coming through an ordinary window would all 
be vibrating in every plane, the light coming from the 
two apparently adjoining halves of this window would be 
vibrating in planes at right angles to each other. A col- 
ored doubly refracting jewelry stone placed in front of 
this window would have its two vibration directions 
sorted out by the calcite, the greatest difference becoming 
apparent when the stone was rotated so that its vibration 
directions coincided with those of the instrument. Clearly 
we would then see, on looking at our double paned win- 
dow, two different colors, those respectively of the two 
vibration directions of the stone in question. Rubies, for 
‘ example, show yellow red and blue red, emeralds a yellow 
green and a blue green. These are the colors of the differ- 
ent crystal axis directions in those two stones. A table fol- 
lows showing the two or three different colors character- 
istic of the principal colored stones. 


DICHROISM OF THE COMMON DOUBLY REFRACTING COLORED 
JEWELRY STONES 


ruby yellow red blue red 

dark blue light blue 
blue green blue Burma 

blue green Ceylon & Kashmir 
emerald yellow green blue green Australia 
aquamarine blue lighter blue 
morganite violet pink light pink 
precious topaz pink brown yellow brown 


sapphire 


green tourmaline dark olive green green 
light pink 
blue 


red tourmaline violet red 
blue zircon white 
peridot pale green 
chrysobery! green yellow brown 

'* catseye greenish yellow yellowish brown 
alexandrite green wine 
amethyst purple violet 
topaz quartz yellow yellow brown 
kunzite light violet pink 


RARE BUT INTERESTING AND STRONGLY DICHROIC STONES 


andalusite red brown green gray light yellow 

apatite blue light yellow 
(blue-Burma) 

iolite light blue 

benitoite : white 

sphene (dark) yellow red brown 


yellow green 


yellow green 


gray green 


Many minerals show pleochroism, that is, three different colors, but 
inasmuch as the third is usually not very different from one of the 
others, and but two are seen at a time, if is generally not practical 
fo give more than two colors in a table. One or two exceptions to this 
rule will be noted above. 

The only general reference book which gives an adequate treatment 
of dichroism is H. Michel's “Pocket Book for Jewelers” published in 


Vienna in 1928-29. 
F. H. Pough. 


As with all other instruments, there are several cau- 
tions to be observed in using the dichroscope. It will 
be seen from the diagrams Fig. 3a, that the head-on view 
of a hexagonal crystal shows a very different cross sec- 
tion than a side view. If we consider that all vibrations 
occur in a plane at right angles to the direction of travel, 
it is clear that all vibrations of the light coming toward 
us through the length of the crystal take place in the 
six-sided plane. Hence, only one type of ray gets through; 
the crystal in this position is essentially singly, rather 
than doubly refracting. A jewelry stone which was cut 
so that its table was parallel to the paper would show no 
dichroism when the table was placed against the dichro- 
scope. At the same time, the gem itself would be uni- 
form in coloration. its sides would have the same tint as 
its ends. The side view, Fig. 3b, of the hexagonal crys- 
tal, on the other hand, shows a rectangle, and the two 
vibration directions of the ray traveling toward us out 
of the paper are very different. The one, horizontal, ray 
is identical with that we saw in the head-on hexagonal 
view; it is the same ray so to speak. The other ray is very 
different, this ray is yellow red rather than blue red. 
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Hence, a ruby with its table parallel to the side of the 
crystal will have different colors in its sides from that 
of its ends, and it will show two very different tints 
placed side by side in the two windows we see throu h 
the calcite of the dichroscope. Because of this color dif. 
ference, the careful lapidary must dispose of his table 
face most cautiously if he is to get the finest color: often 
size is sacrificed to gain color perfection. In some stones 
this factor is all important, the dark Brazilian tourma-. 
lines can be cut only with the short-axis direction at their 
ends, for absorption is almost complete and the ends are 
very dark. Kunzite is another stone in which size js 
always sacrificed for color, here the table must be across 
the longest axis. Good rubies usually are shaped so that 
it is convenient to place the table in the best (across the 
long axis) direction. Synthetic rubies, on the other hand, 
have the long crystal axis so oriented that a similar dis- 
position of the table would result in an enormous loss of 
weight and only small stones could be cut. Hence, the 
dichroscope can guide in the identification of the genuine 
ruby, for a failure to see dichroism through the table of 
a stone is a favorable sign, and conversely, dichroism 
seen in the table is suggestive of a synthetic. This is not 
safe as a hard and fast rule, for the new synthetic stars 
are properly oriented, and annealing of the boule is said 
to eliminate some of the inclination toward splitting (and 
small resultant stones) but it is a useful sign pointing 
the way to further tests. 

In cross section, the: traditional dichroscope consists 
simply of a metal tube encasing a calcite prism, with its 
ends sawn flat and polished, or, as in color models when 
difficulty was encountered in working calcite, with glass 
prisms cemented on to square off the ends. At one end 
is a loose disc with a small square window, its cross sec- 
tion equal to the spread of the length of the calcite, so 
that the two windows seen at the other end appear to be 
in contact. They are viewed through a simple magnify- 
ing glass at the other end, the effect being merely an 
enlargement of the aperture. 






































} 
BLUE RED YELLOW 
EQUAL AXIS REO 


Fig. 3. A, left; B, right. Care must be exercised 
by lapidary to cut table in correct crystal axis. 


In use it is easiest to place a small piece of sticky wax 
just beneath the window at the far end, and place the 
stone to be tested in place, the loose disc is rotated so 
that the vibration directions of the gem fall into coinci- 
dence with those of the calcite; in other words, until the 
maximum amount of color contrast is seen in the two 
windows while the stone is turned. If no dichroism is 
noted, the stone should be turned sideways, and a second 

(Please turn to page 249) 
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For the Holiday Season... New Selections 
of glamorous Gemstone Rings... Featuring 
genuine stones in distinguished 14 Kt. Gold 
and Platinum mountings ...Outstanding values 
at every retail level from $25 to $5000 


OBINSON & SVERDLIK INC. 


Stylists in Stones 


610 FIFTH AVE., Rockefeller Center, New York 















Ads are of conservative size, 
but have high attention get- 
ting value because of provo- 
cative headlines, unusual art 
work, distinctive typography. 
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Super-Styled Advertising 


Beamed at Youngs Customers 


ATCHY headlines with high personal appeal, an in- 
triguing story about a specific piece of jewelry, and 
strikingly simple illustrations—these are the keynotes of 
the new advertising program of Donavan and Seamans. 
Initiated four months ago by Los Angeles’ oldest 
jewelers, the campaign is a complete departure from 
conventional jewelry store advertising and certainly a 
radical change from the firm’s previous advertising. 
Donavan and Seamans, who have established an out- 
standing reputation as straight-line jewelers, have al- 
ways been conservative in their advertising—conservative 
in the amount of space they have used and in what 
they have said. 
Because of the paper shortage and the firm’s long- 
established policy of fairly small but consistent news- 
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paper announcements, the new campaign utilizes small 
amounts of newspaper space. 

“Even if we could have more lineage, we would not 
run the splashy type of appeal,” an executive of the firm 
said. “We are not trying to sell all the diamond rings or 
watches in Los Angeles. Our whole campaign is based 
upon our conviction that it is more effective for our type 
of establishment in the long run to feature many small 
advertisements directed at specific items and to tell the 
story about them in a very human manner. Emphasis is 
also being laid upon the benefits of dealing with a reput- 
able, old firm and upon the meaning of its gem grading 
standards,”’ he stated. 

Although the amount of space consumed is small and 
therefore a relatively inexpensive consideration, this type 
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Diamond Kings 

Yiamond Bracelels 
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IMPORTERS OF MELEE 


64 west 48th street, -n. y. 19 





Established in New York City Since 1914 
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Seven Floors 
Of Selectivity 


And Service 




























by EVERETT SMITH 


Diamonds, gold jewelry, watches and costume 
jewelty are carried on main floor of store, 
shown above looking toward the main entrance. 


ITH all the pomp and ceremony and fanfare $500,000 “Spellbound” diamond clip; the “King” sap- 


usually attendant upon the arrival of a foreign phire, second largest star sapphire in the world, weighing 

potentate and his retinue, the new Smith Patterson store 492 carats; a phenomenal 55-carat star ruby; and the 
at Washington and Avon Streets, Boston, was formally Bikini diamonds used in the atom bomb test. 
opened to the public on Wednesday, Sept. 3. The plane was met at the Airport by Frank M. Libbey. 

The day before, armored cars whizzed through the General Manager of the Smith Patterson store, and the 
Sumner Tunnel under State Police guard, made their way diamonds were turned over to him by Jules L. Kamsby 
to the Logan International Airport amidst one of Boston’s and Miss Eilene Stuart, representatives of Mr. Winston. 
most severe electrical storms in years, and greeted the For the next week, the precious gems were on display 
arrival of a shipment of $2,000,000 worth of gems from at the new store, attracting thousands of visitors. 
the collection of Harry Winston, including the famous A preview of the store’s opening was held on Tuesday 


night, Sept. 2, with leading jewelers of the Hub in at- 
tendance. As visitors entered the well-guarded doors, they 
were invited to sign the guest book—with a $1,000 
diamond studded Parker pen, chained to a charming 
hostess to prevent its wandering away. 

This beautiful new jewelry store, one of the largest and 
finest in New England. occupies an entire six-story and 
basement building. It is the only store of its kind with 


(Please turn to page 252) 














Watch and clock department features unusual 
wall display shelf unit. The glass-topped 
display counters are set on bench-type legs. 









Wide winding stairway leads from the street 
floor to large gift department in basement. 
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THE NAME THAT MEANS PERFECTION AND PROTECTION 


In fie etal Catllarved 
S 1, ¢ ts 


Advertised more—nationally— 
than any other cultured pearls, 
Imperial is a synonym for lustrous, 
perfectly matched cultured pearls 
and stunningly original settings. 
Every necklace Registered and 
Insured—every strand carries the 


distinguished Imperial Seal of 





complete protection for both the 






















dealer and his customer. 


Sa 


Highest Quality Award 


winner at two World’s Fairs. oa 


Cultured Pearl 
Necklaces to retail “= 
from $75 to $10,000 =~ 





Bracelets, Earrings, 
Rings and Pins 


$15 to $1,000 





607 FIFTH AVENUE 
YOUR INQUIRIES WILL RECEIVE IMMEDIATE ATTENTION NEW YORK 17, N. Y. 


GF, ° CU LTU RED PFARL 5 NORTH WABASH AVENUE 
CHICAGO, ILLINOIS 
607 SOUTH HILL STREET 
IMPERIAL PEARL SYNDICATE LOS ANGELES, CALIF. 
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Philip Kind, Jr. pre. 
sents gold wristwatch 
to Earl M. Van Horn 
for submitting oldest 
watch purchased from 
Kind's. Mrs. W. Blu. 
menthal was presented 
a modern platinum 
and diamond wedding 
band for submitting 
oldest wedding ring, 
Philip Sr. (at right) 
and Oscar Kind, Sr., 


watch proceedings, 


Modern and Antique Jewels 


Draw Crowds to Store Anniversary 


HILIP KIND predicted that the seventy-fifth anni- 
versary celebration of S. Kind & Sons, Chestnut 
Street at Broad in Philadelphia, would be a “three ring 
circus,’ meaning that the affair would feature three main 
events, staged with the showmanship which gives the 
circus such wide, popular appeal. He made good on his 
prediction. The star feature was a collection of jewels, 
especially diamonds, exhibited for the entire anniversary 
week in the store. Executives of the Kind store began 





by ANNA M. ROBBINS 


Exhibit of jewels which occupied 
most of the showcases at the front 
of the Kind store, drew a steady 
stream of customers during the week. 
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over six months before the anniversary to gather jewels 
and promises of jewels from importers, manufacturers 
and wholesalers, and from private collections for their 
exhibition. Most of them were borrowed for the occa- 
sion, only very few were offered for sale. Of course the 
cooperation of their insurance agents was essential, for 
ample coverage for the $5,000,000 exhibit was a safety 
measure of which they took advantage. 

The show included the smallest full cut diamond in the 
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Guaranteed perfect diamond rings by 
Bluebird are a “‘must’’ in every com- 
munity. These famous flawless dia- 
mond rings add prestige to the store 
and are consistently winning new 
satisfied friends. 

With ever increasing volume, the 
Bluebird franchise is a valued asset, 
backed with consistent national and 


Y= & thrilled our customers with the 
perfection and fine color of 
Bluebird Flawless Diamond Rings.” 
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“For over 20 years, we have 





Oscar Olson, Jeweler 
Fort Dodge, lowa 


dealer advertising and display. 

Bluebird was the first guaranteed 
perfect diamond ring line in America. 
Less than 1% of all the diamonds 
mined meet Bluebird’s standards of 
quality. 

There may be a franchise open in 
your community. Write today for full 
information. 





DIAMOND 


55 East Washington Street 


SYNDICATE 


Chicago 2. Illinois 


x ** JF IT’S A BLUEBIRD, IT’S A PERFECT DIAMOND RING & &* 
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Small folder sent out preceding 
the celebration extended an in- 
vitation to visit store on front 
cover and announcement of search 
for oldest watch and ring inside. 
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Main feature of three-event 75th anniversary 


celebration of 8S. Kind & Sons, Philadelphia, 


was $5.000.000 exhibit of jewels whieh, well 





publicized, drew thousands of store visitors. 








world, weighing only 1/400 carat but having 58 facets. 
Newspapers described it to the curious public as “visible 
only under a strong magnifying lens, for it barely covers 
a quarter of a pinhead and 56,000 such diamonds would 
be required to balance one ounce on the scale.” Many 
of the pieces were from the Pieter DeWitt Collections 
with romantic and historical stories connected with them, 
allowing good material for publicity releases to news- 
papers and radio commentators which stirred the im- 
agination and interest of the public. Such pieces in- 
cluded the Empress Eugenie Ring which has her likeness 
carved on a large emerald .. . a miniature of Franz First, 
King of Sicily and Naples, set in a pendant that contains 
more than 70 carats of diamonds. . . a sparkling amethyst 
diamond drop formerly owned by actress Anna Held... 
and an unusual necklace made in India during the 17th 
Century which at one time belonged to the Maharajahs 
of Jaipur. 
A show case of modern jewelry included the work of 
a great variety of designers; diamonds were in the 
majority, but outstanding or unusual pieces, of rubies, 
sapphires and emeralds, were included, fashioned into 
necklaces, rings, broaches and bracelets in that order of 
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frequency. A:section of diamond engagement rings drew 
the attention of most of the women who entered and won 
mention in several newspapers. 

The exhibit filled most of the show cases in the large 
Kind store, pushing regular merchandise back into the 
very rear of the store and under cover, but Kind execu- 
tives considered the publicity worth the sacrifice. Flowers 
sent by admiring friends and business acquaintances were 
so profuse and so well arranged on top of each show 
case, they received almost as many favorable comments 
as the jewels themselves. 

One special section of the show cases was devoted to 
a group of the oldest rings and watches purchased from 
S. Kind and Sons and borrowed from their present 
owners for the occasion. Gathering them constituted the 
second act of the “circus.” Three months before the 
exhibit, folders enclosed with all outgoing correspondence 
announced a contest for the oldest wedding ring and the 
oldest man’s watch purchased at S. Kind and Sons. Press 
releases to local newspapers and publications and radio 
stations and commentators also gave the details. Hun- 
dreds of rings and watches were entered, indicating to 
the executives of S. Kind & Sons that thousands must 
have read the contest with interest. At a private press 

(Please turn to page 254) 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N.Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 


























‘merald Cut and Marquise : 
STAR SAPPHIRES 


RUBIES - STAR RUBIES - SAPPHIRES 
CAT’S EYES - EMERALDS + PEARLS 
P We have a large stock of Precious Stones mounted and 
» unmounted from which to make your selection. Let us co- 
operate with you on your special calls. 
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(Below) Francis Chojnacki and his 
wife are rightfully proud of their 


distinctive, low-cost new store. 


(Above) The owner points to black- 
painted plate glass which forms a 
low-cost but smart looking facade. 





A Mere $500 
Built This Store 


by WALTER RUDOLPH 


AN a jeweler, today, go into dilapidated quarters 
and create a distinctive, inviting store, modern as 
today, for the proverbial song? 

“Yes, he can,” says Francis S. Chojnacki. He stands 
in the middle of the most concrete evidence you could 
ask for—his own small but gleaming, attractive store at 
1109 Parade St., Erie, Pa. 

“This was a very much run down, unrentable tire shop 
before we rolled up our sleeves,” he continues. “I had 
some ideas and around $500 to invest in them. Chojnacki 
Jewelers, as we call the business, is the result.” 

You look around and are tempted to ask, “Who’s kid- 
ding who?” 

It isn’t a large store, understand, but for one man, 
with a little assistance, it has proved a profitable, going 
operation. It is next to ideal, Chojnacki will assure you, 
and the following data he cheerfully offers bears him out. 





Open construction of the show 
windows performs a dual pur- 


seven aga rage agp Pg First, you might recall in THE JEWELERS’ CIRCULAR- 
makes daily cleaning easier. KEYSTONE issue of August, ’46, that Chojnacki seems to 
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TRUBLAK 


TRADE MARK A\3 
OF 
THE FINEST GENUINE SIZES AND SHAPES are produced mechan- 


3) Te 4 el ho 4 ically and diamond cut; every operation is per- 


formed on specially designed precision machine 
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tools. 


UNIFORM THICKNESS — Every stone in every lot is 


identical in thickness. 


UNIFORM BUFF RADIUS — The radius of every buff 
top stone is identical with every other. 


ACCURACY OF SHAPE and FIT — Whatever the size 
or shape ordered, every stone is uniform, as the 
result of special machine tools engineered for each 
size and shape. Every stone will fit its setting per- 
fectly; can be set easier, quicker, better. 





Each “TRUBLAK” Black Onyx Ringstone is perfection itself. Its permanent, fade-proof, black color, its size, shape, thick- 
ness and finish is unreservedly guaranteed. Manufacturers whose first consideration is quality of their own merchandise 


cannot afford to use any other stones. 


SOLD EXCLUSIVELY TO THE MANUFACTURING JEWELER 


, a, 
ADOLF MELLER 


387 CHARLES STREET © © © «© PROVIDENCE 4, RHODE- ISLAND 





America’s first and foremost manufacturers of Genuine Onyx and Synthetic Ringstones 





FOR NOVEMBER, 1947 223 








With very little money but 
loads of ingenuity Francis 
Chojnacki, Erie, Pa... jeweler 


transformed a down-at-heel 


tire shop to a jewelry store. 





Looking along the right wall 
and up into the "Silver Room" 
which is a raised section in 
the rear of the store. Note 
use of desk lamp for illumina- 
tion of low-cost display cases. 


have a knack for attempting the unusual and making 
good: he opened a “quality first” jewelry salon high in 
Erie’s largest office building, again a one-man operation. 

“That was good, but this is better,” declares Chojnacki. 
“T still handle only the finest quality diamonds, watches 
and jewelry. Customers have followed me to my new 
location—and now I’ve got a first class, small store that 
pulls in more trade. More people see me, but mainten- 
ance is still astonishingly simple, and, a big factor. over- 
head is comfortably low.” 

The store measures 12 x 20 ft. on the “main sales 
floor,” and has a balcony or mezzinine with an additional 
floor area of 9 x 12 ft. 

“The place was absolutely junk,” said Chojnacki. “No- 
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A sofa and coffee table will be placed 
in the "Silver Room" and will lend an 
air of coziness to this portion of the 
new Chojnacki jewelry store in Erie, Pa. 


one wanted to wade into it. I got it for $30 a month. 
My electricity runs to about $20 monthly. Soon I'll in- 
stall a little gas heater in the corner for cold weather, 
but it'll be cheap to run.” 

Chojnacki cleaned out the old tire shop just a few 
months ago, and began getting together scrap lumber, 
plate glass, wallpaper and paint. He asked a contractor 
for a bid on a modern front for the small front elevation. 

“About $300,” he was told. 

That figure didn’t jibe with his ideas at all. He went 
around and bought up $21 worth of scrap plate glass. 
With a coat of glossy black enamel painted on one side 
of plate glass panels cut to fit the waist-high base of his 
show windows, he created the illusion of a much more 
substantial and expensive material. 

The black glass panels are fastened to the under- 
window framework with molding around the edges. 
Nothing but bracing and gas meters occupies the other- 
wise empty interior behind the panels. 

Chojnacki reasons that the glass won’t be broken any 
sooner than more expensive construction could be 
chipped or cracked. And if a panel is broken, replace- 
ment is much less costly and easily done. 

He used standard aluminum window framing above 
the black. Just above the show windows a 4 x 12 ft. 
panel of plywood was fastened and painted black also. 
On it, in large, free-hand style writing, is spelled his 
name in white, with “Jeweler” printed slightly lower on 
one end. This is neat, eye-catching and again much less 
costly than other signs. 

Chojnacki is especially proud of how he works with 
the small show window display space he has—only five 
feet wide by 24 inches deep on the right as the store is 
entered, and a 24 x 20 inch area on the left. Both win- 
dows are floored with light, rayon satin over beaverboard 
panels. 

Expensive merchandise such as quality watches and 

(Please turn to page 256) 
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LinpE Synthetic Sapphire 
and Ruby are identical in 
physical and chemical 
properties to natural gems 





Synthetic Star Sappiur € 


| Ruby 


WITH A “NATURAL” STAR 


Science has now reproduced the phenomenon 
of nature that causes the star to appear in sap- 
phire and ruby. The first public announcement 
of this achievement was made on September 
24th of this year. 

This is a real star—a “natural” star in every 
sense of the word, because it's inherent in the 
stone. 

In beauty, color, and sharpness of asterism, 
these synthetic star sapphires and rubies are 
comparable to the finest nature has given us. 

Only to the jeweler equipped for examina- 
tion are these gems distinguishable from nat- 
ural stones—to the naked and unpracticed eye 


they are not discernible from natural gems even 
when placed side by side with those of col- 
lectors’ quality. 

LINDE Synthetic Star Sapphires and Rubies 
are not mass-produced—that is why they vary 
in size, shape, and color, just as do the natural 
stones. Essentially a product of the laboratory, 
they are, and will continue to be, available only 
in limited number. 

Natural star sapphires and rubies compar- 
able to these superb LINDE synthetics command 
such high prices that they are far beyond the 
reach of most people. But LINDE synthetic 
stones offer the same lasting beauty within a 
moderate price range. 





LINDE Synthetic Star Sapphire and Star Ruby are distributed by 


Max Duraffourg Gem Company 


576 Fifth Avenue, New York 19, N. Y. 
Cable Address MAXDURAM ° Telephone BRyant 9-4161 


TO Pe 








Display Is Key 
To Luggage Sales 


T is not at all unusual to find a jewelry store today 
that carries a smattering of luggage and leather 
goods. And the general public is not too surprised any 
more to see an occasional newspaper ad over a jeweler’s 
signature, or a full-dress jewelry store window display, 
offering a selection of luggage ranging from make-up 
cases to steamer trunks. | 
However, you'd have to search a long time to find a 
jewelry concern that is doing a more thorough job of 
exploiting the profit potentialities of a luggage depart- 
ment than the firm of Evans Jewelers, at Calhoun and 
Jefferson Streets, Fort Wayne, Indiana. Ever since the 
firm was founded in 1940, its success with luggage has 
been outstanding, though wartime shortage of merchan- 
dise did place a temporary limitation on the volume. 
When the Evans Jewelers firm was founded seven years 
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By C. L. JAMES 


(Left) Ultra-modern ideas in 
back-of-counter display mark 
the Evans jewelry department. 
(Below) Though space is at a 
premium, the luggage depart- 
ment is one of city's largest. 





ago, there was a definite shortage of good luggage out- 
lets in Fort Wayne, a city of 130,000. In the words of 
Harry Gump, store manager, the situation so obviously 
presented an opportunity, that it was decided to stock a 
small selection of men’s luggage. This was done as an 
experiment, to determine not alone if and how well the 
luggage line would sell, but of equal importance, how 
well such a department would fit into the overall oper- 
ation of a retail jewelry business. 

“At first we had very little merchandise that was na- 
tionally advertised, or that could be called brand name 
luggage,” Mr. Gump recalled. Also at first, space was 
at a premium in the store so that not a great deal of floor 
display could be given to the travel items. Also, the small 
stock did not warrant a large use of newspaper adver- 
tising. In: spite. of this, the luggage sold, not in great 
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WHY -more THAN EVER BEFORE— 
IS YOUR BIG GENERAL WHOLESALER 


YOUR BEST FRIEND? 

















& He carries a large 
stock of jewelry 
store merchandise 
which is at your 
finger tips daily. 


* He will serve you 
promptly, saving 
time, trouble and 
added expense. 


Your minimum pur- 
chases will receive 
the benefit of 
quantity prices. 





THE 1948 BECKEN BOOK MAILED 


LAST MONTH TO RETAIL JEWELRY 
STORES EXCLUSIVELY, FEATURES 
te He selects highest 468 COMPLETE PAGES OF DIA- 

quality items for MONDS, WATCHES, JEWELRY 


you from hundreds AND KINDRED LINES. 
of manufacturers. — 


6. Becken by. 


BOX | — CHICAGO, ILL. 











BRANCHES: DENVER — DETROIT — NASHVILLE 


-°-BUY FROM BECKEN—AND GET THE BEST”’’ 
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Aside from its value as a traffice-builder. 
a luggage department is profitable in 


its own right says Harry Gump. manager 







of Evans Jewelry. Fort Wayne, Indiana. 
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volume at first, but steadily, and confirmed belief that 
there was definitely a begging market for luggage within 
the city’s logical trading area. 

As the store’s volume in luggage sales began to rise, it 
received encouragement from some of the manufacturers, 
who gave valuable aid in pointing out how to merchan- 
dise their respective lines, and in presenting data giving 
healthy support to the luggage potential. Soon the store 
was able to offer the lines of two of the best known manu- 
facturers in the business. 

Since much of the store’s general jewelry volume is 
done on an extended credit basis, it brings many folks 
to the office, located at the rear of the store. It became 
apparent from the outset that mere exposure was enough 
to move the luggage items, and it became clear that this 
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Illustrations in luggage ads run by the 
Evans firm portray merchandise accurately. 


phase of the experiment was a success. But, how did all 
this activity in a line of merchandise apparently alien to 
the jewelry business, affect that business? How well did 
it fit into the picture? Mr. Gump explained it as follows: 

‘Surprising as it may sound” he state, “the luggage 
line fits remarkably well, and makes a perfect adjunct 
to the jewelry line.” “There are of course,” he points 
7 Se out, “both busy seasons and quiet seasons, but no periods 
ee ee | when business is ‘dead’ or nearly so, as is quite often 





Radios are "framed" at eye-level, thereby adding the case with straight jewelry merchandise in the sum- 
enormously to appearance and ease of demonstration. mer time. With folks going away on vacation trips, or on 
: business trips, or getting ready to go away, interest in 

Everything has been done to promote easy customer staple jewelry items like set rings, watches and personal 


access to merchandise in the appliance department. Cnn ; , 
accessories, is at its lowest point of the year. 


“The very fact that so many folks are on the move, 
going places, is what produces the activity in the luggage 
section and makes it the perfect complement in maintain- 
ing summertime volume and store traffic. Nor does this 
interest drop off sharply when the vacation and travel 
season tapers off,” Mr. Gump states. “By the end of 
August, the appeal is to the “back to school” trade, in 
which there is tremendous volume. With college enroll- 
ments at an all-time high, and with the extra money 
many students have under the GI bill, meeting the 
luggage needs of this group alone is no small under- 
taking, and offers opportunities for multiple sales of 
matching pieces. 

“Barely is the college crowd taken care of when the 
November and December buying splurge gets under way. 
It is surprising to note the number of folks who give lug- 

(Please turn to page 259) 
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JEWELRY and COSMETICS 


Available to one fine store in 





towns and eities where there are 


no conflicting Eisenberg commitments 


This change in our merchandising policy is ellective imme- 
diately. It means that your customers will look to you for 
the most advertised and publicized costume jewelry today— 
glistening Eisenberg Ice,* jewel-toned pieces, compacts and 
cigarette cases. Eisenberg jewelry is one of the few lines 
which still has imported, hand-set stones at such prices. This 
new policy also applies to our complete line of perfume and 
cosmetics in the famous-four Eisenberg fragrances: Stirring, 
Startling, Excitement and Enticing. 


But let us impress upon you emphatically that it 
does not mean that we are inviting new dress 
accounts. 


Please consider this an invitation to discuss our new policy— 
and how it affects your store. Write: 


BISEADERG & SOM 


Merchandise Mart, Chicago 54, Illinois 
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Better Selling For Better Profits 


Part I: Making Two Customers Grow 
Where Only One Grew Before 


T LAST we are in that long-anticipated postwar era, 

but the journey hasn’t been as smooth nor as swift 

as we expected—and, now that weve arrived, we are 

finding many things in the jewelry industry out of line 

with the predictions made by prophets of business and 
government. 

Tough problems—some unexpected and others with 
ramifications still unpredictable—are keeping the jewelry 
trade boat bobbing up and down. While this is trouble- 
some it also presents unusual opportunities to the man 
with real leadership qualities—the man who understands 
the importance of superior sales methods and is willing 
to work hard to apply them in his own business. 

Facing the future, disillusioned but not discouraged, 
all jewelry dealers are now entering a highly competitive 
era when real selling will pay off better and bad selling 
will fade out faster than ever before in the history of 
American business. 

Horse-and-buggy sales techniques won’t click today. 
Alert people now are studying how selling can best be 
modernized, where and to whom sales can most easily be 
made. This is the time to rejuvenate merchandising and 
sales training work, not just add more employees and let 
them shift for themselves. 

Here are two plans to intensify your own selling efforts 
with methods that are practical and easy to apply: 


1. DEVELOP THE CUSTOMERS YOU ALREADY HAVE 


If you could realize the full potential of all your cus- 
tomers, you'd have a veritable gold mine. It’s surprising 
how much money the people we regard as our regular 
customers contrive to spend elsewhere. This is hidden 
treasure and deserves some careful digging. 

Of course you should continue to work on all the new 
prospects you can, but as my good friend Harry Simmons 
once stated, “one good customer in the hand is worth a 
dozen prospects in the bush.” 

For example, do you sell your entire line to your cus- 
tomers or only the one or two items they ask for at that 
particular time? Why not broaden out in your ap- 
proaches? I’ve heard many retailers and salespeople com- 
plain about one-track buying minds in customers—but 
often the latter get that way from clerks and sales people 
with one-track selling minds. 
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by BRIANT SANDO 


Sales Counsellor 
Louisville, Ky. 


Every time you make a sale, suggest some related item 
to the customer—unless he’s in a terrible rush. In the 
latter case, don’t detain him. Be polite and don’t high 
pressure! But try, whenever appropriate, for more com- 
panionate sales and watch your volume zoom! 

Obvious tie-ins, for example, are: sell earrings to cus- 





Proper sales work brings out new customers and makes old ones 
grow. 


tomers calling for necklaces, tie clasps with cuff links, etc. 

Carry this idea on into the higher priced items that 
require some thought to sell—and the farther you go the 
better it will pay off. 

Good retailers are sold on this principle of related 
selling. That’s why they seldom feature just one item in 
window displays or counter cabinets; they play up two 
or more items that are logically related. 

While companionate selling is sometimes difficult from 
the standpoint of physical arrangement, it usually is an 
easy mental proposition in suggestive selling. All you 
have to do is to mention the proper related items to 
enough customers as they come along and the law of 
averages will work in your behalf. Not all customers 
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/ EXCLUSIVELY WHOLESALE 





The large comprehensive Benj. Allen & Co. new 1948 
catalog of all lines of jewelry store merchandise and 


supplies is now being distributed to the trade. 


AVAILABLE TO ESTABLISHED RETAIL JEWELERS ONLY 


BENJ. ALLEN & CO., ING. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. 
10 So. Wabash Avenue CHICAGO 3, ILLINOIS 
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will buy all of the items you suggest, but you'll get a 
satisfactory share if you give them the proper choices. 

In the same manner you can often double or triple 
your sales by suggesting larger quantities of the item 
people came in to buy. Don’t take it for granted that 
people want only one piece of silverware when you might 
sell them a place setting; and don’t just say. “Want a 
small one?” when they ask for a silver tray but try to 
sell the larger sizes. 

For example, a young sergeant was passing out apricots 
in small paper dishes to the chow line. It was a monoto- 
nous job so he decided to make it a little more interesting 
by experimenting a bit. 

He asked the next few men as they came by, “You 
don’t want any apricots, do you?” and 90 per cent of 
them said, “No.” 

Then he tried a more positive approach: “You do want 
apricots, don’t you?” Approximately 50 per cent an- 
swered, “Uh .. . yeah, Ill take some.” 

The sergeant decided to test another well-known selling 
technique, and started asking, “One dish of apricots, or 
two?” And in spite of the fact that soldiers don’t like 
Army apricots, 40 per cent took two dishes. and 50 per 
cent took one! 

Will this work in your selling. Try it and see! 








Always try to sell some related item and the law of averages will 
work for you. 


It pays to regard every person that crosses your path 
as a prospect for additional business. Be courteous. be 
helpful, be alert to ways and means in which you can 
serve the customer or in which your merchandise could 
be useful. 

A good salesman tries to sell something to everyone 
he contacts. He doesn’t make a nuisance of himself. 
however, because he always presents his thoughts in the 
light of helping the prospect along. Therefore. just as 
you never know “where the lightning will strike,” you 
never know where prospects will blossom or when sales 
talk will hit the jackpot. Your selling job is never done! 


2. HELP THE DRIFTERS BECOME REGULAR CUSTOMERS 


Remember the statement in Grand Hotel that “people 
come and people go but nothing ever happens?” If such 
a condition exists in your jewelry business it is a reflec- 
tion upon your sales ability—for it’s up to you to make 
things happen, and we mean sales. 
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There are two kinds of drifters: (1) those who drif 
in for an occasional purchase but do most of their busi. 
ness elsewhere, and (2) those who have drifted awa 
from your store during the last few hectic years, perhaps 
because scarcities or rationing made your stocks ingyff. 
cient to supply the needs of all. Or it may have hee, 
due to this: 

Sometimes, during the war years, customers got gop 
and quit trading at certain stores because of some griey. 
ance, fancied or real, and some customers were even 
encouraged by hysterical persons to keep “‘ittle black 
books.” This was pretty small—most jewelers were doing 
the best they could under difficult circumstances—apq 
now that conditions are better generally, people are quick 
to toss the little black books in the ash can and forget 
the past. 

You can help them in this by turning your thoughts to 
the old customers who have drifted away, realizing that 
an old customer regained is a builder of goodwill as wel] 
as money in the bank. Many different methods of doing 
this are being used. One jeweler offered monthly prizes 
to employees bringing back the most lost, strayed oy 
stolen customers: another worked out a series of clever 
letters for a mail campaign. 

The best way to bring back your old customers may 
depend upon why they left you. 

Some customers doubtless left because of faulty goods, 
poor delivery service, unavoidable shortages, differences 
over credit, or through trouble with the unintentionally 
rude. green sales people you had to employ to help you 
carrv on. In each case, find out the reason, check your 
records or make discreet inquiries. Perhaps some sort 
of apology is called for. Do whatever it takes to make 
the customer “feel all right” about such matters, and 
youre back in the groove again. 

The former customer who “simply forgot about you” 
should not be difficult to woo; just bring yourself to his 
attention again. A telephone call or a letter, or both, 
should explain that during past months you have missed 
this customer’s valued business. Don’t be apologetic 
about the past but state that you are now in good shape 
to handle his requirements. Instead of being negative, 
use the positive approach: invite him to call at your store 
or to take advantage of some special offer or service now 
available. 

The customers lost through inadequate or unsatisfac- 
tory contacts during the period of help shortages should 
now be shown the attention they crave. Let them know 
you are truly interested in them and their patronage: 
that you can now give them better quality, better assort- 
ments and better service. 

If a customer left you because competitors made more 
attractive offers, then it is necessary for you to sell your- 
self all over again. to convince him that you have what 
is best for him in service. ideas. and assistance—or in 
actual money savings. 

The final conclusion is this sales counterpart for mak- 
ing “two blades of grass grow where only one grew 
before” — 

(1) Go after the big business in old customers who 
have drifted away . . . and bring them back; (2) go 
after hidden treasures in all present customers . . . and 


sell them more. 
(To be continued) 
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‘Dollar Tables’ 


Clear Inventory 


Flat price “specials”? keep stock 
elean and build store trafiie 


without stigma of markdown sale. 


UVAL Jewelry Company, West Palm Beach, Florida. 

is making the most of “the urge to buy something” 
prevalent in almost every visitor to a jewelry store, 
through the use of three novel table displays. 


Grouped at the center rear of the store by W. L. 
Stewart, general manager, the three tables are devoted 
to small gifts, odds and ends from the inventory, novel- 
ties, china, pottery, glassware, flower holders, cigarette 
lighters, etc. One table offers every item shown upon it 
at a flat price of $1, another at a flat price of $2, and 
the third at $3. 


A typical sign reads “There’s something here for 
you!—Your choice of any item on this table—$1.—Every 
item a real bargain—No limit—Take several.” Mes- 

(Please turn to page 263) 
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Tastefully arranged on a table and 
so situated as to stimulate brows. 
ing on the part of customers, the 
"specials" have a rapid turnover 


by RICHARD LONGDEN 


Not only surplus inventories are 
put on tables but newly-received 
gifts and novelties are included, 
Displays are kept free of a "war. 
dog'’ atmosphere so often found, 
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DISPLAY these handsome 
MANICURE GIFT KITS 


NATIONALLY ADVERTISED 
Favorably priced from $3.75 retail 








a 44— Manicure Kit for women, smartly a 44—A handsome Manicure Kit for men, in 
#39 TAILOR MA ID tailored in genuine leather with fine 4] ESQUIRE genuine leather with nickel-plated imple- 
gold plated implements. $10.00 ments. $11.50 retail, plus $1 Federal 

retail, plus 20% Federal Tax. 


(Barbara 


C. J. BATES & SON « 366 Fifth Avenue, New York 1,N. Y. °¢ Factory, Chester, Conn. 
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Excise Tax on case only. 


@ Barbora Bates consumer advertising 
this month and every month says, 
“AT YOUR JEWELER’S, FIRST CALL 
ON YOUR GIFT SHOPPING LIST.” 
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WINDOWS FOR THE COMING MONTH 
(From page 181) 


to plan carefully so that the results will be harmonious 
and dramatic. It is so easy to order a number of lovely 
things. only to find when they are assembled together, 
they just were never “meant for each other’! Be sure 
that colors are harmonious. Try to keep a nice contrast 
in textures—that is select soft, dull-textured backgrounds 
with shiny metallic decorations, or bright shiny back- 
srounds with soft feathery decorations. Keep all units 
and decorations in proper scale with each other—no six- 
inch sleighs for a two-foot Santa! 

It is a gzood idea, too, not to put all your power— 
either decorations or merchandise—in one window. Save 
some ammunition for a second or third volley during 
your holiday selling season. If you have time, energy 
and personnel sufficient to change the windows weekly 
during the Christmas rush—that is wonderful, but if that 
isn't possible, do plan for at least one or two changes. 
You'll find it well worthwhile in sales returns. 

Two suggested displays are illustrated herewith. For 
the first two, papier mache Santa Claus figures from 
Staples-Smith. Inc., were posed against a starry back- 
ground. The Santa figures come in a group of five, (also 
shown) and are available separately. They are _half- 
round, about 21” in height and are priced at $10.00 each. 
They are as gay and charming as can be. Large holly 
leaves cut from heavy green felt are suggested for dis- 
playing jewelry with the Santa figures. For the starry 
background, there are some heavy background papers. 
imprinted with glitter stars, or you may prefer to use 
fabric and tack metallic or mirror stars against it. Call 
attention to your candlesticks by tying gay ribbon bows 
on the red candles in them! Since the Santa figures are 
of conventional red coloring, a white background would 
silhouette them nicely. White steps with red risers would 
show the merchandise and holly leaves to advantage. 

The Christmas tree in the second sketch is made of 
the “Dream Puff” material, mentioned before, and is 
decorated with Christmas tree balls and shiny sequins. 
The tree may be ordered in almost any desired height 
and is priced at $20.00 for the 24” height. The sketch 
cannot begin to do justice to the appearance of the tree 

. it really is a lovely little thing. Ribbons may be ex- 
tended from the base of the tree to gift packages and 
groupings of jewelry pieces arranged on circular eleva- 
tions. The background is a “Snowstorm” paper . 
white flakes on a dark blue background (red if you pre- 
fer—but the blue is prettier!). Wrap the gift boxes in 
pastel paper to match the tree and tie with shiny satin 
ribbons matching the colors of the Christmas tree decor- 
ations. Tops of elevations should be snow white—floor 
and risers of elevations, Christmas blue. 








J.1.C. HAS MADE GOOD! 
(From page 183) 


Service Bureau which supplies retail jewelers with speech 
manuscripts. In 1947 the Council filled over 3000 re- 
quests from retail jewelers for speech manuscripts on 
silver, watches, clocks, rings and diamonds. 
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PARTIAL LIST OF 
B.P. & M. WHOLESALERS 


“ 
MIDDLE ATLANTIC 


&@ 
NEW YORK 


Leon E. Fisher Co., Inc. 
100 State Street, Albany 


Present Co. 
1115 Temple Bldg., Rochester 


Chas. E. Rinker 
Exchange Bldg., Binghamton 


NEW YORK CITY 


Alma Service Co. 
72 Bowery 


Block Bros. 
15 Maiden Lane 


Gordon & Cortwright Inc. 
15 Maiden Lane 


David Karp Co. 
31 W. 47th Street 


Klein, Muller & Horton, Inc. 
21 Maiden Lane 


Harry Newburg 
15 Maiden Lane 


NEW JERSEY 


Moore & Son, Inc. 
9 Franklin Street, Newark 


PENNSYLVANIA 


Bernard Bartikowsky 
37 W. Market Street, Wilkes-Barre 


H. 8. Light & Co. 
503 Clark Bldg., Pittsburgh 


Alex Lopatin & Son 
738 Sansom Street, Philadelphia 


Leon Miller 
717 Liberty Avenue, Pittsburgh 


- 
NEW ENGLAND 
me 


MASSACHUSETTS 


Solomont & Ettinger 
5 Bromfield Street, Boston 


Balance of list will follow monthly. 


SINCE 1848 TIMEPIECES OF ACCURACY 
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A MODERN WEDDING ANNIVERSARY LIST 


Wedding anniversaries occur the year round. Promo. 
tion of wedding anniversaries means more year round 
business. The current anniversary list is not of promo- 
tional advantage to the jeweler or any other industry 
The Council, through careful planning and work “wa 
created a Modern List which the retail jeweler can pee 
tageously promote for year-round business. This Modern 
List is now on the presses. It will be made public through 
the retail jeweler on Jan. 1, 1948, or shortly thereafter. 


EASY-TO-USE BIRTHDAY REMINDER BOOK 


The public, surveys of the Council show, does not think 
of the jewelry store often enough as the place to buy 
birthday gifts. 

The Council, therefore, through the efforts of expe- 
rienced jewelers has created an easy-to-use reminder 
booklet on “The Happy Way to Say Happy Birthday” 
through jewelry store gifts. This attractive booklet, 
shortly to go to press, will be distributed to the public 
through retail jewelers. Like the Wedding Anniversary 
Booklet, with millions of circulation, it will help stimulate 
more year-round business for the retail jeweler. 


EDUCATIONAL WORK 


Impressions made upon young people in their forma- 
tive years are highly important because those impressions 
are likely to govern the influences and actions of later 
life. On that account, the Council is developing a pro- 
gram for working with home economics classes in the 
—_— high schools of the country with respect to hollowware, 
—— qo¥ silverware, clocks, watches, etc. A study has already 
dose te ¥ been conducted among the teachers of those subjects to 
determine the kind of material most likely to be used by 
them and the most accessible method of presenting it. 
With the facts so obtained, a program of educational 
material will shortly be worked out and put into 
execution. 

In addition to the above projects which are already 
realities, several other important activities are planned 
for the near future. These include: 


Beeb sat 


MPORTER OF PRECIOUS, 

S E M | 7 P R E C | ‘e U S la N D This will be a special nation-wide promotional event 

designed to stimulate the public’s interest in and buying 

5 Y N T H E T C S T e N E S of silverware and to send them to the jewelry stores for 

their purchases. This program is now being worked out 
in cooperation with the silverware manufacturers. 


SILVER PARADE 


OTHER SPECIAL PROMOTIONS 
Similar events are under consideration for other major 


classes of merchandise. In each case, these will be so 

timed as to provide the maximum sales stimulus during 

oft otherwise slack periods when extra promotional effort 

+ will be most helpful in filling in the valleys of the jewel- 
ers’ sales curve. 


NATIONAL ADVERTISING CAMPAIGN 
: Steps are already under way for a nation-wide cam- 


10 WEST 47th ST., NEW YORK 19 paign in major consumer magazines to stimulate the 


public’s desire for jewelers’ merchandise, and to send 
them to the jewelry store to fill their wants. To enable the 
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retailer to tie-in locally with this national effort, an 
emblem designating membership in the Jewelry Industry 
Council is to be designed which will be incorporated in 
all ads and will be supplied to member retailers for use 
in their own advertising and for literature or window 


and store displays, etc. 


COLLATERAL ADVERTISING 

Plans are being considered to incorporate the use and 
showing of jewelry, silverware, merchandise, clocks, etc.., 
in the illustrations in the advertising of other products 
to help register the idea that jewelry and allied products 
are always in evidence among people of good taste. 


OTHER PROMOTION PLANS 

The program of seasonal events, national publicity, the 
use of fashions and promotion of the recommended list 
of wedding anniversary and birthday gifts, will all be 
continued intensively and other projects will be con- 
sidered as opportunities arise. 

In short, the Jewelry Industry Council is providing the 
trade with a complete well-rounded promotional service 
that backs and intensifies the individual efforts of every 
individual jeweler. It has already far more than justified 
its cost and with the added activities which will be put 
into effect, within the next few months, it will be an even 
more helpful force than ever. It should have—it must 
have—the whole-hearted support of everyone in the 
industry. 


“FEUDIN' AND FIGHTIN’ " 
(From page 187) 


day following helped focus attention on the store as well 
as the program. 

Held in front of the Daniel’s store on West Michigan 
Ave., Battle Creek, the initial airing of “Feudin’ for 
Fun” opened with a loud barrage of laughter, applause, 
cheering and noise from cap pistols. After an opening 
announcement, Joe Kelly, Jr., explained the way the feud 
would work: 

“The targets,” he said, “are the many fine gifts to 
be given away to the winning contestants by Daniel’s, 
the Gift Store. Each day we'll select several teams of two 
coritestants each and match them against each other. 
Usually, it will be a man against a woman—husband 
versus wife if possible. Each contestant will be armed 
with a six-shooter, pardner (loaded with caps, I might 
add), and the one who gets the answer first will blaze 
away. Each winner will receive something very nice in- 
deed in the gift line from Daniel’s. But the losers won’t 
be forgotten, either, because the consolation prizes are 
nothing to sneeze at.” 

After interviewing one couple and awarding prizes to 
both the winner and loser, Joe Kelly, Jr., received the 
second pair of contestants. These, it turned out, were 
the youthful Kelly’s parents, who were also to compete 
for prizes. The leading question “What is a lapidary?” 
was muffed by Kelly, Sr., but his wife managed to come 
up with the answer. This was the cue for Mr. Kaufman 
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to come forth and present the master-of-cerem 
ents with their prizes. Mrs. Kelly 
and Joe, Sr., received a fountain pen. 

Presented for fifteen minutes each Monday, Wednes 
day and Friday, the “Feudin’ for Fun” program stints 
anywhere from 50 to 100 persons in front of the Daniel’s 
store, depending on the weather. Contestants are, nator. 
ally, eager to appear on the show. When the cap pistols 
fail to go off and require the frenzied efforts of the 
contestants in order to fire first, the fun is at a particu- 
larly high pitch. 

Prizes given away at the thrice-weekly broadcasts range 
from earrings and complete sets of costume jewelry for 
the ladies to lighters, billfolds and tie sets for the men. 
Consolation prizes usually consist of sil»erplated sugar 
shells, butter spreaders, etc. 

Prizes for each broadcast are budgeted, roughly at 
$25. This amounts to approximately $75 each week for 
the three programs. In addition, the Daniel’s firm awards 
gift certificates to members of the listening audience for 
the best ten-line slogans submitted concerning the firm’s 
Christmas layaway plan. These prizes, awarded monthly. 
consist of a $25 first prize, a $15 second prize and a 
third prize worth $5. 

Results of the “Feudin’ for Fun” show have not, as 
yet, been completely analyzed by the Daniel’s firm. How- 
ever, according to Mr. Kaufman, “the reaction so far has 
been very gratifying, due to many personal responses, 
an increase in our layaway business and more requests 
for gift wrappings, since one of the heavily accented 
themes is ‘Daniel’s, the Gift Store.’ ” 


onies’ par- 
received a compact 





STORE PERSONALITY COMES FIRST 
(From page 191) 


“We work along the idea of always trying to give the 
customer what they want,” the Greves declare. “We try 
to show the customer how the merchandise will stand up 
in use and the inherent qualities that it possesses, and 
most important of all, we impress upon every customer 
at every opportunity that we personally guarantee every- 
thing we sell. 

“Manufacturers guarantees mean very little to the 
average jewelry store customer simply because the manu- 
facturer isn’t the individual with whom they deal; the 
jeweler himself is. We, of course, base our own guaran- 
tees on the manufacturers’ guarantees, but we stress the 
fact that our store is the one making the guarantee and 
that we will even go beyond manufacturers’ guarantees. 

“When a customer purchases a fairly expensive item 
in your store the knowledge that you can be trusted and 
that you personally stand behind it without reserve, is: 
worth a great deal more than any printed and highly 
generalized guarantee. 

“Yes, we use guarantees, but they are our personal 
ones because that means something definite to every one 
of our customers.” 

The Greves are most particular about the type of sales- 
people who work in their store; they believe salespeople 
are even more important than a store’s selling policy. 

“No jeweler with a store of any size can serve all of 
his customers all of the time,” Carl, Jr., states, “so he 
must depend on salespeople. And every one of those 
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people represent the store and the jeweler himself in the 
eyes of customers with whom they deal. 

“Every jewelry store has, or should have a definite 
personality, for these personalities are what give us com- 
petitive advantage over one another. We believe that the 
fitting of one’s salespeople to these personalities is of the 
utmost importance. 

“Salespeople who work in our store must be polite, 
courteous and, above all, thoroughly educated in the 
merchandise we sell; they must know and understand 
quality and the factors that make for quality in jewelry 
merchandise of every type and description. 

“People in our store are taught never to oversell but 
to be honest and sincere in all of their sales efforts. 
Over-selling creates resentment, loses customers, and re- 
sults in a decreased sales volume for the store over an 
extended period of time. If you plan to be in business 
25 years from now serving the same families you now 
sell, then you had better give the utmost attention to avoid 
over-selling; that’s strictly for the jeweler who makes 
mass appeal and has no particular desire to hold and 
retain his customers over a long period of time.” 

The new Greve jewelry store, as can be observed in 
the accompanying illustrations, is a model of modernistic 
and serviceable design. Recessed lights are so well engi- 
neered within the store itself that it has the appearance 
of a full daylight store. Everything is open and the 
overall design is a circular one with rounded showcases 
in each of the four corners of the store. 

Particular attention is invited to the method of design 
around the center support post in the store interior. The 


post itself appears invisible on first entering the store 
because it has been covered on all four sides with mirrors. 
The center showcase surrounding this post with complete 
glassed in top, adds to the desired effect. 





MORE ATTENTION TO CASE DISPLAYS 


(From page 196) 


shaped cases which make up the center “island” of the 
Peacock store and a dozen more in the rear section open- 
ing into a famous hotel lobby, have become some of the 
most colorful in the city. To arrange quickly conver- 
tible, versatile case trays, backgrounds, “props,” etc., in 
a variety of cases ranging anywhere from 4 feet to 12 
feet in length, and including semi-circular and round 
varieties, has been a real feat. 

However, most of the display problems have been 
solved by utilizing sheets of glass to make up case bot- 
toms, elevated shelving, curved bases, pyramids, etc. 
Foregoing altogether, such standard jewelry case display 
equipment as velvet trays, draperies, etc., Peacock places 
the full responsibility for effective display on sheets of 
glass cut to a hundred different sizes. Each case bottom 
or display section consists of a sheet of double plate glass, 
which has been sprayed a specific color on one side. 
Colors include bright lemon yellow, green, rose, tan, 
gray, black, silver, slate gray, blue, and a dozen pastels 
of each. 

The sheet glass has proven ideal with all three of the 


points above, according to the store. First, because all 
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merchandise is shown on top of the glass sheets, away 
from the painted side, colors remain constant, are never 
nicked or scuffed, and never fade. Glass backgrounds 
give a hard, clear brilliance, which is logically attuned 
to the showing of diamonds and other natural gems. 
Moreover, the glass plates may be cut to any desired size, 
and fitted together after the manner of a jigsaw puzzle, 
can be worked out to any color combination or size de- 
sired. Most important, it is simple to keep the interior 
of the cases entirely free from dust and lint by merely 
wiping with a damp cloth several times a day. The store 
keeps a porter always on the floor, who dusts each case 
in a continuous, never-ending process. 

In making up case displays, Peacock’s display men 
first determine what merchandise is to be shown, study 
the colors or metallic finishes involved, and chose the 
background accordingly. Case bottoms may consist of 
a single large sheet of yellow glass, or may be made up 
of three sections, with yellow at either end, slate gray in 
the center, and rose-colored lozenges at either end. Semi- 
circular, square, or kidney-shaped sections are utilized to 
differentiate one display from another. In all cases, the 
sheets of glass are either simply laid one upon another, or 
are elevated slightly by the insertion of small wooden 
block beneath. In this way, pyramids or rising displays 
may be quickly built up. Many odd color combinations 
result. For example, with men’s gold jewelry, a case 
floor of slate gray glass has proven particularly effective. 
The glint of bright gold stands out sharply against the 
gray background, minus the garishness which is likely 
to result when gold is shown on black or maroon. Among 


the most striking color combinations is the display of 
green jade jewelry on a background of yellow glass, a 
rose glass background for diamond rings, or combina. 
tions, where three colors of glass are used to contrast 
three types of solid gold women’s jewelry in a single 
case. There are some exceptions of course. Handsome 
display cloths are used sparingly in some of the cases 
where needed. Velvet, satin, and retiring, dull-color cloth 
appear here and there. In one diamond display, for 
example, three swatches were used to contrast diamond 
jewelry with dull green velvet at either end, and a flame 
orange satin centerpiece. Use of the cloth, however, is 
usually where special attention is desired, or the colors 
involved or not readily fitted to glass backgrounds. 

Such bright combinations as red and yellow, green and 
yellow, gray and maroon, black and white, etc., and even 
clear crystal with flat gray appear in various cases. The 
glistening surface of the glass is such that the newness 
of the merchandise is accented—an impression backed 
up by the frequent polishing which every colorful section 
receives from day to day. 

Each of the major cases is lighted entirely with in- 
candescent light. Small, slim lamps are used in each 
case, which the Peacock management feels is far more 
salubrious to any type of jewelry than fluorescent lights. 
Likewise, the store has done away altogether with blue 
“diamond lamps” atop the counters. Instead, the seven 
huge windows around the store provide sufficient day- 
light at almost any hour of the day, that there is no 
reason for “simulating daylight” anywhere along the 
counter. The tiny incandescent lamps which illuminate 
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each case do not require anything like the space which 
even the smallest of fluorescent lamps involve, therefore. 
case interiors are kept remarkably open. 

Instead of using small cardboard or plastic signs some- 
where in the case to invite customers to visit other sec- 
tions of the store, Peacock’s has hit upon the idea of 
permanent decalcomanias, which appear in the upper 
right hand corner of each case, with the invitation, “You 
are invited to visit our Gift Shops and art gallery on the 
second floor.” Done in gold with maroon lettering, these 
detract nothing from case appearance while providing 
a stream of traffic to the second floor. 

Successful in the use of plate glass as case trim, 
Peacock’s has eschewed ordinary plastic display trays, 
setups, etc., for such small items as diamond rings, brace- 
lets, etc. Instead, all these are shown on the right hand 
side of the store on novel glass prisms. The prisms which 
may be shaped as blocks, triangles, sloping rails, etc., 
create one of the most eye-catching displays in jewelry 
retailing. As many as forty of them may be used in a 
case. Made of clear block glass, the top of each prism 
is sanded a milky white, leaving a rough surface with a 
pin attachment, which will prevent any small item from 
sliding off. Some of the sliding blocks which are used 
to display bracelets laid out full length, etc., have been 
ground to leave a small rail for support at the bottom, 
in addition to the sand-blasted top. The clear blocks of 
crystal, with their “gem-like” appearance, are ideal for 
diamond showing. In numerous small square blocks of 
two or one inch, a deep slit has been cut in which dia- 
mond rings are inserted. The blocks of clear glass, set 
upon glass sheets beneath, add up to “something really 
different” in jewelry display. 

The same general idea is followed out in the rear of the 
store, where larger cases are used for handbags, perfumes, 
watch accessories, such as bands, new faces, etc. Flat 
paint-sprayed glass is used for the bottom in the larger 
cases, while clear crystal shelves are used above. An 
exception are the perfume cases, which are lined exclu- 
sively with mirror plate glass both in wall cases and floor 
cases. By utilizing curved sections, triangular pieces, and 
large, single-color slabs of glass, it is possible for this 
Chicago jewelry store to make up any type of case dis- 
play at a few moment’s notice, sure that the merchandise 
shown will be effectively contrasted. 





CHRISTMAS SETTINGS FOR HOLIDAY SELLING 
(From page 193) 


with the jeweler to provide the ingenuity in the matter 
of display and setting to insure that his merchandise will 
be set off to its best advantage and thereby best do the 
work for which it is shown—that of attracting customers 
into the store. 

To help the jeweler do a better job of window mer- 
chandising we show here several illustrations of windows 
used last year by jewelers in various parts of the country. 
with the idea that they may suggest a theme or an idea 
that could be used by other jewelers for the coming sea- 
son, tailored to suit their own particular needs. All of 
them have been chosen for their simplicity of decoration 
and arrangement which sets the theme for the display and 
provides a suitable background for the merchandise 
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shown. yet in no way detracting from the natural appeal 
of the goods. This, after all, is the jeweler’s most im- 
portant consideration for, because of the general small- 
ness of his goods, the decoration must be such that it 
does not overshadow the display and so defeat the pur- 
pose for which it was installed. 





BIRDS, BEES, AND FLOWERS 
(From page 202) 


ments, however, flowers will be most prominently fea- 
tured. 

Flowers of various sizes will cover the entire lapel. 
thereby changing the hard effect of the lapel of a tailored 
suit into a flattering corsage of precious flowers. Flowers 
cover entire bracelets. Flowers conceal watches. Flowers 
sit on two separate places on the ear. Flowers soften the 
severe lines of the currently fashionable turban. Flower 
garlands of diamonds with baguette stems gracefully wind 
around the neck, falling down in cascades to stress the 
piquanterie of a low decolletee. Flowers of diamonds hold 
a single strap evening gown. Flowers are also used on 
rings which are still very large with high dome-shaped 
tops. One can see bunches of small ruby and sapphire 
flowers form interesting cocktail rings. Flower petals 
paved with diamonds and arranged on different levels 
hold one large solitaire diamond. Flowers of diamonds 
(or rhinestones) will be worn even on shoes. Satin eve- 
ning slippers, very visible because of shorter evening 


skirts, will display buckles ornamented with diamond 
flowers. 

Of course, designers of various schools will approach 
the flower design from different angles. Jewelry flowers 
will run the whole gamut from ultra conservative up to 
stylized modern, even surealist. All of these pieces will, of 
course, hold diamonds and precious colored stones and 
the accompanying sketches will give you an idea of the 
variety posible along these lines. 

Although gold jewelry set with diamonds and precious 
colored stones is fashionable for day-time wear, diamonds 
are a “must” for the well-dressed woman starting from 
cocktail-time on. 

One of the most impressive sights I saw was the com. 
plete set of crown jewels which had been made for the 
Queen of Egypt. It was very interesting to note that the 
entire set consisted of diamond flowers. Among the 
many pieces was a magnificent collar of diamond flowers 
which could also be worn as a tiara. Long pendant ear. 
clips and bracelets with flowers, the centers of which con. 
sisted of solitaire diamonds which were secured by a 
screw and could be exchanged against a ruby, emerald or 
sapphire of the same size. Nine years ago I was com- 
missioned to design the crown jewels for Queen Geral- 
dine of Albania, in diamonds and baguettes, and I was 
rather flattered to find a great deal of similarity between 
the set I had designed and the one belonging to the 
Queen of Egypt. 

Seeing these pieces I could aot help but realize again 
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that jewelry is the one ornament which lends the final 


touch of glamour to every festive occasion. 

After the long and bitter years of war women have 
again turned with pleasure to jewelry. I visited the 
leading salons and attended many fashion shows and 
came to the conclusion that neither the artist nor the de- 
signer finally determine the trend of fashion in Paris 
today, but the American Woman. Her criticism and re- 
nowned good taste together with her ability to select the 
stvle most flattering to herself, became a much copied ex- 
ample to women all over the world and it is her ac- 
ceptance or rejection of a style which finally counts. 








CAMPAIGN MAKES TOWN HOLIDAY CONSCIOUS | 


(From page 204) 


prizes for the best outdoor decorations, and for the best 
window. The first prize was $50 cash in each division. 
Carol singers in trucks rode through the business and 
residential streets of the city each evening, singing 
Christmas songs. 

Most effective of all there was a store window decorat- 
ing contest, with substantial cash prizes, first and second, 
in five different divisions. Seventy-five per cent of the 
merchants entered this contest, and the result was a series 
of displays that would have done credit to a metropolis 
ten times the size of Ventura. People who saw the win- 
dows when they were first unveiled on Nov. 22nd told 
their friends about them, with the result that there were 
always crowds before the more elaborate displays. Prizes 
were offered in each of the five divisions. 


To announce the opening of the Christmas season, with 
the turning on of the lights, unveiling of the windows, 
lighting of the residential decorations, and Santa parade, 
the Merchants’ Bureau ran a big ad headed “See Santa 
Tonight. Children, be sure to bring your parents down- 
town.” A special supplement to the daily newspaper was 
gotten out, with a page drawing showing a clown drawing 
back a curtain, and inscribed in big black letters, “Pre- 
senting Christmas, 1946.” Ads were run by all of the 
leading merchants, and suggestions offered by the edi- 
torial staff on the selection of gifts for every age and 
every taste. 

Johnsons, Jewelers, won second prize in their division. 
The window had a gray three step fixture, on the top 
being Santa’s white sleigh filled with numerous small 
holiday wrapped packages and little fir trees at each side. 
At each end were tall candles with electric tips. Scattered 
through the display of watches and rings were miniature 
Santas, two inches tall, and little fir trees of proportionate 
height, and equally tiny reindeer. At the rear of the shop 
was a clock, encircled with red and green ribbons with a 
sign in gold letters above it—“This is the TIME to get 
that Ring or Watch.” 

Stellers, Jewelers, had a special display of agates and 
other jewelry. There were white stepped up fixtures, with 
a pair of Santas at each end, topped with a Christmas 
candle inside a red wreath. Down front, in little blue 
boxes were rings set with scenic agates. A card advised 
—““‘Agates from Oregon, California, Montana and Wyom- 
ing, cut, polished and mounted.” Agate set bracelets, 
necklaces, pendants and cuff links were also shown as 
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well as a wide variety of gold jewelry and a place setting 
of silver. Inside the store, overhead, a sunburst of red 
ropes extended from the center to the sides of the wall. 
A clever ad of this firm, run in the special Christmas 
section, featured costume jewelry, and was headed “I’m 
dreaming of a jewelled Christmas.” 

Simplicity characterized the display of Bahns’—the 
paucity of decorations making the watches and diamond 
rings shown in the window stand out the more distinctly. 
In the corner was a truncated pillar on which was traced 
the features of Santa, crowned with a red and white cap. 
The woodwork was silver gray, with panels of red; the 
floor was covered with white, and little boxes of gray 
velvet held the rings and watches. Several pearl neck- 
laces, draped over black velvet, were also shown. 

The Bartlett Co. had a window floored with black velvet 
and backed with white, upon which silver snow crystals 
were traced. On the wall was a cluster of blue and silver 
leaves and frosted pine cones; also clusters of blue leaves 
and blue glass balls. Rings for both men and women 
were displayed. Just inside the store was a table with 
lace cloth on which were many items of silverware. Their 
Christmas section ad showed a piano keyboard with two 
hands, upon which were diamond ring and bracelet, 
sweeping the keys. The ad was headed “A Symphony of 
Love — The Diamond — gem of eternal beauty for the 
woman you love. A brilliant engagement ring, a slender 
wedding band—each set with flawless stones.” 

Alberts, Jewelers, conducted a campaign of helpfulness 
to the gift seekers. They ran a series of ads, the first 


listing a large variety of gifts for men. These gifts were 
run in three columns, with plenty of white space, offering 
ample opportunity for checking those which struck the 
fancy of the reader. The second ad gave a similar lig, 
for women; and the third one for children. This lag 
attracted special attention, as too few jewelers seem to 
feature children’s gifts. The last ad of the series—occupy- 
ing half a page, gave three long lists of gifts for men, 
women and children venpectbedle, 06 items in all being 
mentioned. Tying in with the home decorating contest 
each ad showed the front of a house, with a big wreath 
on the door, the ad being headed: “Ready for Christmas, 
Quality the heart of all our gifts.” 

On the wall of Hamilton’s was a large silver wreath, 
with a cluster of holly and pine cones. Down front was 
a silver liqueur set, and several sets of flatware. Several 
small packages were tied with red ribbons. Hanging on 
the wall was a large package wrapped in old paper, 
supposed to contain a flatware set. All of the windows 
featuring costume jewelry, watches or rings, had large 
wreaths of silver and several packages tied with red 
ribbons. As one entered the store he first saw a big case 
of costume jewelry flanked by tall floor lamps. These 
lamps and the case were brightly lighted when all the 
other lights were extinguished, and could be seen through 
the glass door by people passing. G. W. Lizer, the man- 
ager, said that this case of popular priced gifts brought 
scores of people into the store, and once there, their 
attention was often diverted to silverware and other 
quality gifts. 








Seana 


Agee? 


Meee 









~ a 
etn | 


LIBERTY ELL 





am 10 se Mou" 
SPI 


7 - charmingly feminine _ ol : 
: NNER | | . 





_ bracelet tags, wrought in good Maapeclostu og: ; 

ee , e Bracelets e Vanities e Key Chains e Money Clips a 

taste by master cr orainen. @ Watches e Tie Clips @ Knives e Cigcrette Cases : . 

oo e Earrings e Lighters e Cufflinks ¢ Photo Lockets fa . 
e Clips e Lipsticks « Rings @ Buckles . | 











Ww J | OLD & CO. 7-36 West 47th St, New York 19, N. Ye 


‘nial sawesedan saan ey eee Tae an a adae 





246 THE JEWELERS’ CIRCULAR-KEYSTONE 








Can You Help Me? 


My Display Problem Is 


by VIRGINIA DIXON 


, stions about window and inside-store display 
oe nered in this department each month by Miss Vir- 
ni ‘a Dizon, one of America’s topnotch display experts whose 
ole t have been brought to a focus on the jewelry field. Miss 
— lready well known to JC-K readers as the author of 


. 2 a 
cae stand-out articles on jewelry store display. 


AN you tell me where | can obtain a miniature Santa 
C Claus figure, preferably dressed in actual fabric 
suit? Should like to have a figure about 15 to 18 inches 
high.—J. R. 

Answer—Ruth Sanford of 1125 E. 6lst Street, 
Chicago 37, Ill., makes an extremely fetching little Santa 
Claus dressed in bright red or pastel toned velvet. The 
figure itself is flexible enough to be placed in any desired 
position. May be had in 16 in., 25 in. and 32 in. heights, 
priced, according to size from $10.00 to $30.00. Miss 
Sanford also creates elves, fairies, dwarfs and reindeer 
in various sizes and designs. 


OULD like to have some kind of “snowstorm” paper 
for my Christmas window background. Can you 
suggest anything ?—M. A. L. 

Answer—tThere is the Bulkley Dunton paper sug- 
gested in “The Window of the Month” .. . swirling white 
flakes on plain red or blue background—84 in. wide by 
9 ft. Write to 295 Madison Avenue, New York 17, for 
sample. Somewhat more expensive, but very beautiful 
snow effects are obtainable on the “Snowtone” papers of 
Timbertone Decorative Company, 15 West 24th Street, 
New York 10. There is a wider choice of very beautiful 
colors and a number of very attractive patterns. 


SHOPPING NOTES 


S mentioned in the “Window of the Month” article in 
this issue, there is a very lovely selection of Christ- 
mas materials for windows this year. I'll try to make a 
quick run-through of the high spots for your further 
inquiry. 

In addition to the delightful papier maché Santa Claus 
figures and the “dream puff” Christmas tree shown in the 
Window of the Month sketches, Staples Smith at 8 West 
40th Street, New York 18, have some very unusual Christ- 
mas designs done on plexiglas plaques. Their sequin 
decked plexiglas snowflakes are lovely and some of their 
novelties in papier maché would lend themselves to 
jewelry display with charm. 

The Rip Studio, 15 East 22nd Street, New York 3, 
have gay three-dimensional snowflakes of base metal in 
8 and 15-in. sizes and a lovely little tree trimmed with 
dainty tissue paper snowflakes! Their Santa Claus masks 
done very festively in base metal or more realistically in 
paper sculpture have the required mischievous expres- 
sions! A giant papier maché holly leaf with a paper 
sculpture bow is a grand item to use as a fixture for show- 
ing jewelry pieces. 

There is a company in Ohio, whose units I have never 
actually seen, but judging from photos, they seem to have 
a good bit of originality and charm and adaptability to 
jewelry displays. A giant Christmas card (53 in. high) 
is a smart-looking background piece . a gold and 
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. Peerless quality and superb crafting» 
roe distinguish Probst creations. 

They represent the ultimate in 
_ exquisitely fashioned gold filled — 
_ jewelry . . . comprising necklaces, 
_bracelets, pins, chatelaines and _ 
arrings. Their constantly increasing > 
_ preference is due to inherent 
beauty and moderate prices. 
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are worthy of 
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fine jewelry store 
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Illustrated Price List 
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white striped plateau set is interesting looking and q 
frosty mailbox, 36 in. high, with several 8 in. circular 
shelves would be useful. Prices seem reasonable. Com. 
pany is Doerr and Associates, Portsmouth, Ohio. 

A Renaissance angel with metallic cloth robe, nicely 
sculptured head and hands, 18 in. and priced at $18.00 
comes from Bliss Display Corporation, 460 West 34th 
Street, New York 1. 

W. L. Stensgaard & Associates, 346 North Justine 
Street, Chicago, IIl., have this year for the first time some 
very gay mechanical displays of a size and design quite 
suitable for jewelry store use. The units are about 32 in. 
high and depict Santa Claus in various engaging poses, 
Each figure is animated by a simple swing mechanism. 
Colors are bright and cheerful and workmanship is ex. 
cellent. They also have made small composition figures 
of the same Santa Claus designs in various sitting and 
standing poses. Nice to use with the mechanical units or 
by themselves. Another Stensgaard item that seemed 
especially nice is the holly and poinsettia designs, silk 
screened on heavy clear plastic for application to the 
window glass, mirrors or plain wall surfaces, where the 
plastic backing becomes no longer visible and the designs 
seem to be applied directly to the background surface. 

For simple carboard cut-out motion displays at very 
reasonable cost, write to Gregory Motors, Inc., 320 Bridge 
Street, Brooklyn 1, N. Y. They have a large Santa figure 
cut-out, wagging head and arm and a shadow box unit, 
33 in. x 48 in. x 4 in. showing Santa and his reindeer 
galloping across the sky in traditional fashion! 

For spun glass materials which have taken on so many 
new guises this year, try Radiant Glass Fibers, 208 East 
27th Street, New York 16, or your local display distribu- 
tor. Radiant makes the lovely “dream puff” stuff—big, 
thick, spongy panels for snow or cloud or what-have-you 
effects . . . also Vitronet, the fireproof netting in 10 
lovely colors. 

Glo-Brite Products, Inc., 6415 North California Ave- 
nue, Chicago 45, Ill, have spun glass treated for 
luminescence, particularly for use under “black light” 
units. 

Snow crystals, both flat and three dimensional are 
available in a variety of sizes and colors in fiberglas 
from Arkow-Lewis Associates, 705 Arch Street, Phila- 
delphia, Pa. They also have a fine stock of stars! .. . 
flat and three dimensional cardboard with plenty of 
slitter! 

‘Another good source for stars and snowflakes and such 
is Austen Display, 31 West 31st Street, New York 1 
... fiberglas, cardboard, mirror, wood, aluminum foil 
and so forth! They have charming little cardboard Christ- 
mas angels, wire and tissue paper bells and lots of lovely 
Christmas tree ornaments. 

Something really new this year are the unbreakable 
plastic Christmas ornaments—gay and glittering as the 
old ones, but you can drop ’em and throw ’em with per- 
fect safety. These from Kaplan Products and Textiles, 
Inc., 460 Fourth Avenue, New York 16, or their local 
distributor. 

Two good sources for the natural foliage, preserved 
and bedecked with paint, flock or frost and formed into 
all sorts of eye-catching decorations are—on the east 
coast, Natural Creations, 241 East 36th Street, New York 
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16, and on the west coast, More Displays, Medford, Ore- 
gon. Natural Creations will make up any type of unit 
you may have in mind and they do a beautiful job. More 
Displays have festive Christmas trees, garlands, wreaths 
and sprays in lots of materials, sizes and finishes. 





IDENTIFYING GEMSTONES 
(From page 208) 


test made. Some emeralds and most natural rubies are 
cut so that no dichroism is apparent through the table, 
and it will only become visible when the stone is viewed 
from the side. A negative first test should always be fol- 
lowed by a second test to confirm a lack of dichroism. 
Not all colored stones show strong dichroism, the table 
‘ndicates those in which it is an important test. 

A recent model of a dichroscope, costs almost nothing 
and could easily be made by any jeweler. It consists of 
two small pieces of Polaroid, juxtaposed in front of a 
double-sized window so that the two halves have vibra- 
tion directions at right angles to each other. For ease 
of swinging, there should be a second free ring to which 
the stone is affixed for rotation in front of the window, 
and a lens placed where it focuses on the window. This 
gives an identical effect, but has the small disadvantage 
that the viewer is not looking at the identical spot in the 
stone for his color comparison. More caution should be 
observed in the use of this dichroscope, but for most 
purpses it will work as well as the mcre expensive calcite 


rhomb. 


Minerals crystallizing in some crystal systems (orthor- 


hombric, monoclinic and triclinic), have three distinctly 
different vibration directions, and hence, may have three 
different colors. The more general term pleochroism is 
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Making a low-cost dichroscope. A two-inch square of 
polaroid is cut diagonally (A), rejoined with axis 
at right angles (B). Stone is observed as in (C). 


applied to this phenomendn. However, since the third 
color is only rarely different from one of the other two, it 








Model No. 217 is the 

clock illustrated. Hon- 

duras Mahogany Case, 

80 in. high. Westminster 

Chimes on five tubular 
bells. 





ATTRACT BUYERS OF THE FINEST 


Describe those who want and appreciate the beauty and dignity 
of a fine Herschede Chiming Floor Clock and you have described 
those customers whose patronage has the most far reaching results in 
sales, in prestige. Cultivate this influential trade by recommending 
these distinguished clocks as superb gilts, as long cherished home 
possessions. You will find an appreciative interest in the mellow, 
gentle chimes, in the superlative craftsmanship and designs that : 
can be quickly translated into sales. Write for catalog showing all models. ® 





THE HERSCHEDE HALL CLOCK COMPANY e Cincinnati 6, Ohio Q 





oe 





* 
vo oe : 
* r ‘ 
[ A hl 
" ; A) 
if ; 
- Pe é 
nN . 
Nome | \ 
YA 


on Tubular Bells 


vc~ +%. — oo 


oe 


iy 


i<t 


— . 
aS a 








Both cases and movements are made completely by Herschede—<—™* , 
. . — 
creators of fine chime clocks for over three generations. = 


NEW YORK OFFICE AND SHOWROOM: 37 West 47th Street 
CHICAGO SHOWROOM: 1422 Merchandise Mart @ SAN FRANCISCO SHOWROOM: 705 Merchandise Mart 
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PHOTO-PANEL TIE-CLIPS 


(Patent Pending) 


All 14K Yellow Gold 


3 
43 
| 

3 
+3 


New - Smart- Dramatic 


With ingenious artistry, our designers have 
combined the practical with the sentimental 
. . . Excitingly designed gold tie-clips — 
each featuring a cunningly concealed 
PHOTO-PANEL which is revealed only 
when a cleverly-hinged snap-cover is 
opened ... An actual photograph can be 
processed right onto the gold of the 
PHOTO - PANEL. Photographers call it 
the Autotype Carbon process — available 
locally, or through us—to order, of course! 


All Items illustrated actual size; but can be 
made in any desired width. 
Write for prices and special trade discounts. 








WAlker 5-8916 








is seldom rewarding to mention the third color. Only alex. 
andrite, andalusite, and iolite have three easily recogniy. 
able colors. Some color differences, especially in pale 
stones, will be noted with different light sources, hence. 
it is wise to adopt a standard procedure for the examina. 
tions, to train the eye. Daylight and artificial light have 
interestingly different effects upon some stones, such as 
alexandrites and alexandrite type sapphires. 

In a few cases, the dichroscope is most useful. It will, 
for example, make a positive distinction between the 
spinel imitation of alexandrites and the corundum imita. 
tion or the natural stones. Spinel, being singly refract. 
ing, naturally has no dichroism. Stones from different 
localities vary greatly, an indication of this is given 
under sapphire, but it is impractical to mention all the 
variations among such stones as tourmaline, zircon, and 
the like. Garnets, spinels and diamonds, with glass, 
doublets and plastics are not dichroic and many glass 
imitations are easily spotted with the dichroscope alone. 





ADS BEAMED AT YOUNG CUSTOMERS 
(From page 212) 


mendous wallop. The headlines are extremely personal, 
the illustrations realistic, and the brief but telling mes.- 
sages deftly mold facts into an appealing human interest 
story. 

A good example of this brief human approach was a 
two-column, seven-inch advertisement featuring two dia- 
mond rings. The eye-catching headline read, ““How about 
this, young man?” The message read, “One of these dia- 
mond and platinum engagement rings is a remarkable 
value at $265. The other, just as noteworthy at $310. 
Yet, how are you to know which is which, other than 
to depend upon the gem grading standards, integrity and 
reputation of the seller? It is hazardous to seek bargains 
or cut-rates on this important purchase. It is sound judg- 
ment to come to the Oldest Jewelers in Los Angeles.” 

This advertisement sold rings ranging from $100 to 
more than $1000. 

The firm plans to use more specific selling points in 
their advertising to describe to the consuming public, in 
the words of an executive, “What gem grading standards 
and modern grading technique mean as to value and 
quality of a diamond.” Soon they will open a complete 
gem grading laboratory on the mezzanine, and its work 
will be discussed from time to time in newspaper copy. 
Much attention will be focused on colored gems and semi- 
precious stones. 

The majority of advertisements, regardless of the mer- 
chandise involved, is aimed at selling not just the spe- 
cific item illustrated but items in that category, irrespec- 
tive of price. 

Typical of this type of appeal was a one-column, eight- 
inch announcement that drew immediate attention with 
the question, “What did you get for graduation?” It 
was a simple question, underlining an illustration of but 
one ring. The reader’s eye could not help following 
down to the very personal message that said, “We soon 
will know a very proud and happy girl who will be show- 
ing her friends the symbol of her first really major 
achievement in life. Her graduation present! Will it be 
the diamond and ruby platinum ring above at $440? Will 
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++ be the same ring in diamonds and sapphires at $365? 
Will it be your daughter?” 

That little question, coupled with its subtle suggestion, 
sold scores of rings in every price bracket, and not just 
to proud parents of graduating daughters. 

Much of the campaign is being directed at young 
people, especially young men. But it would be difficult 
for people of any age to resist such captivating headlines 
as, “What should a young man pay for his rings?” or, 
“It’s a graduation to manhood!” The latter displayed 
one watch and the story that, “A boy’s watch will no 
longer do! It’s a man’s world he now faces, and Hamil- 
ton is truly a man’s fine watch!” The announcement 
concluded with the fact that, “Above is one of a series 
of four new Hamiltons at $66. 14K, gold-filled case with 
applied gold-figured dial.” Those eight short lines, just 
one-column wide, kept Donavan and Seamans’ watch de- 
partment busy filling the demand for watches of every 
type and in every price bracket. 

The young men’s campaign is aimed at those members 
of the younger generation who want to buy the finest 
gem quality stone they can for their girl—and not neces- 
sarily the largest or most expensive—it was pointed out 
by an executive of the organization. 

Appealing strongly to men of all ages was a one-col- 
umn, eight-inch advertisement with the simple but ar- 
resting question, “Remember me?” used as a caption 
under a sketch of one ladies’ watch. “If you really love 
her,” Donavan and Seamans advised, “say so in this 
season of anniversaries!” There followed a brief de- 
scription of the timepiece. But it could have been any 
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This extra heavy 14 Kt. Gold 
ring for men depicts the 


It is available set with a choice of oe 
fine stones—Amethyst, Topaz : 
Quartz, Garnet, Tourmaline 


Also the New Synthetic 
Star Rubies and Sapphires 


Charch and Company 


MANUFACTURING JEWELERS 
2 Garden Street, Newark 5, N. J. me 
Member American Gem Society . 


watch, for the advertisement stimulated the sale of all 
ladies’ watches for anniversary gifts. 

Frequently this strong personal approach is made di- 
rectly to the distaff side themselves. A one-column, six- 
teen-inch advertisement, illustrating two ladies’ watches, 
bore the headline, “Which . . . would become you most?” 
Packed with feminine appeal was this description, “These 
two Movado beauties are having a lively contest for first 
place in the affection of discriminating women through- 
out the world. Beneath their smartly fashioned 14K 
cases they both have the renowned, 17-jewel, Movado 
movement—so the contest is simply one of cleverly win- 
ning your eye and matching your purse! Top, $100; 
lower, $65.” 

Another point that Donavan and Seamans_ under- 
scores is facts that tell why the featured item is worthy 
to be sold. We want to give our readers and patrons 
interesting, intelligent reasons why we consider this the 
best merchandise obtainable, an executive explained. For 
example, one such advertisement proclaimed, “Some 
compacts sell for $1. This one is worth its $18.” Above 
this statement was a beautiful illustration of one com- 
pact. A cleverly worded description told why it was 
worth $18. 

“You ... take the vacation! Let Movado take the 
beating,” was the clever slogan under a sportsman’s 
watch. The ad then went on to tell why in a highly 
entertaining but factual manner. “Some watches like 


some cars should never leave the city streets, because 
they just can’t take it! Not Movado! Here is the favored 
watch for the man of action—fisherman, hunter, yachts- 
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Hand Carved 
Hand Colored 


#8629—Celestial Skiers “Seaeaee 


$3.60 doz 
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48645—3" Celestial Musicians. Exquisitely hand carved and tinted 
$18.00 doz. 
Available in 12 different subjects. 


Feature these unusual novelties for your holiday selling! 


They are fun to handle and profitable to sell. 


Also included in the series are Wayside Shrines from $3.75 to $12.00 doz. 

en ee ee $16.50 doz. to $60.00 doz. 

8 piece Nativity set, . . . . - - «+ «© we « $7.20 per doz. sets 
Place your Order NOW! 











Available for Immediate Delivery. _ 
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104-6 N. 63rd St., PHILADELPHIA 39, PA. 
225 FIFTH AVE., NEW YORK 10, N. Y. 


PARKER HOUSE, BOSTON 7, MASS. 


| Originators "MERZFOLD”, “KOINTELLER", “STREAMLINER”, “SAFTI- 
GRIP", and the Pennsylvania Dutch motif in personal leather goods. 
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man or horseman! It’s sealed from moisture and din 
accurate 17-jeweled movement, illuminated for night 
reading. It’s a beauty but it’s no sissy . . . you can take 
it with you! The three prices and metals in which the 
watch was available were noted briefly. Given such strop 
reasons, scores of men discovered that a vacation watch 
was a necessity. 

Some 18 months ago when Donavan and Seamans de. 
cided that they needed to change their whole method of 
advertising, they found that skilled personnel to put 
over the campaign envisioned by store heads was 
tremendous problem. Having no advertising staff of 
their own, they had to acquire the services of an agency 
—an agency of top-caliber that would be willing to de. 
vote its best efforts to what might be considered a rela. 
tively small retail account; that is, when compared to a 
large national advertiser. Then, too, there was the prob. 
lem of finding an agency with the entirely fresh approach 
that Donavan and Seamans demanded. 

To find such an agency, heads of the firm examined 
newspaper, magazine and direct mail advertising of all 
types of retail businesses for a period of many months, 
It was finally decided that the retail advertising pre- 
pared by one Los Angeles agency was just the thing 
that the jewelry firm had been looking for. 

It was a local firm, the Banning Advertising Agency, 
headed by William Banning, that was named to do the 
job. They had never handled a jewelry or silverware 
account before, but their style and technique were so 
outstanding and so new that Donavan and Seamans 
were convinced that they could readily adapt their talents 
to a retail jewelry store’s advertising. The agency’s abil- 
ity over a period of many years to prepare intelligent, 
attention-getting advertisements in a small amount of 
space also impressed the jewelry firm. 

Reviewing the results of Donavan and Seamans’ ad- 
vertising campaign, a head of the firm stated: “In past 
years we have always checked results of our advertising 
by the amount of dollar business it produced and judged 
each piece of copy on that basis. We have used an 
entirely different approach in our new advertising pro- 
eram. We knew that it would be costly and so we were 
not going to check to find out how much dollar business 
each newspaper announcement brought in for each piece 
of merchandise featured. However, after our new series 
had been running for but a short time, we were delighted 
to find that it was producing far greater results than the 
so-called direct method. not only for the item displayed 
in advertising copy but also for similar merchandise.” 





SEVEN FLOORS OF SELECTIVITY AND SERVICE 


(From page 214) 


seven floors to serve its vast number of discriminating 
customers. 

The Smith Patterson business was founded in 1876 by 
Marcell Nelson Smith, who initiated and built his busi- 
ness upon the sound policy of quality, selection, and 
value. In 1887, after. entering partnership with Henry W. 
Patterson, the business grew to such an extent that larger 
quarters were necessary, and the store moved to a loca- 
tion at the corner of Sumner and Arch Streets, where for 
57 years it was recognized as one of the outstanding 
quality stores of New England. 
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Now, after 71 years of continued successful progress, 
the business has moved to its new, completely modern 
home which has been entirely renovated and furnished 
with selectivity of merchandise, customer services, and 
conveniences, and gracious shopping environment as the 
major considerations. 

There are three entrances opening in from one of 
Boston’s busiest and most accessible corners—Washing- 
ton and Avon Streets. Elevator servicé to all floors, in- 
direct and colorful lighting, unusual window displays, 
exclusively designed showcases, and a host of other fea- 
tures all contribute to make this a finer Smith Patterson 
store, and one of the most distinctive establishments of 


its kind. : 

Smith Patterson is the only jewelry store in New Eng- 
land devoting its entire second floor exclusively to the 
presentation of silverware. Here is the largest and most 
complete display of silver in New England, containing 
practical gifts of beauty as well as heirloom pieces in 
sterling, antique silver, and silver plate. Exhibitions of 
the finest craftsmanship, such as a fabulous handchased 
tea set, the well-known Gorham mammoth silver spoon. 
the world’s largest, and many other items of home beauti- 
fying interest are on display. Here, too, may be seen the 
very lovely $5,000 lace tablecloth, exquisitely handmade 
in Belgium. This tablecloth was used to show effectively 
the graciousness of formal dinner table settings. 

The Gift Shop is located on the lower, basement floor. 
Here, choice and lovely pieces may be found in equally 


lovely and unusual surroundings. Here also is the watch 
and clock repair department. 

On the street floor are diamonds, gold jewelry, watches, 
leather goods, and costume jewelry tastefully and spa- 
ciously displayed. The workrooms for the platinum, gold, 
and diamonds are on the fifth floor. On the sixth floor 
are located the workrooms for the watch and clock repair 
departments. Third and fourth floors comprise offices and 
service departments. 

The new store also features a Design Studio, catering 
to customers who desire the unique and unusual in es- 
pecially designed or re-designed jewelry. 

As for the store, itself, the distinguishing feature of 
the modern facade is the distinctive maroon store insignia 
—a shield bearing the store name, topped by the head of 
a unicorn. This insignia, neonlighted, is projected from 
the corner at a 115 degree angle—readily visible to four 
different directions of traffic. Running the length of the 
store’s two main facades are signs lettered in raised gold, 
“Smith Patterson, Diamond Merchants and Jewelers 
Since 1876.” 

The front door is recessed from the sidewalk with 
windows built at an angle from the corners. The front and 
side doors are of glass, giving a complete view of the 
interior. 

In the eight separate show windows, rich shades of 
maroon, copea blue, and turquoise are alternated. Divided 
into half, horizontally, by jewelry platforms, the windows 
provide a view of the store’s interior. Thus, no space is 
wasted by the conventional drapes and window boxes. 














We manufacture gold filled, rolled gold plate and palladium 


filled in all ratios on composition, nickel, phosphor-bronze, 


nickel silver and other base metals and in sizes and tempers 


to suit your needs. 


Gold filled and rolled gold plate may be had in all colors. 
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On the street floor, the impression of light and spa. 
ciousness is achieved by the contrasting of white oak with 
a midnight-blue ceiling and a splash of light blue pat: 
terned wallpaper on the wall opposite the windows. 

The dark blue ceiling eliminates the glare from the 
two types of lighting—fluorescent “egg crates” and Spot- 
lights focussed directly on the showcases, obviating the 
necessity of lighting within the individual cases, The 
street floor also boasts a private diamond consultant 
room, enclosed in curved flutex glass. 

The interiors of the showcases have simple pearl-gray 
platforms, utilizing the three key colors in the windows 
on the panels inserted in sliding doors in the back. Con. 
structed in white oak, with a minimum of bulk, they stand 
on tapered legs, thus giving the appearance of greater 
floor space. Measuring four to six feet in length and 20 
inches wide, they are built with glass tops and sides. 

One wall opposite the main entrance, and a section of 
another, display handbags and leather goods on glass 
shelves backed by mirrors and lighted by hidden fluores. 
cent fixtures. 

A wide, winding stairway leads to the lower floor. 
where china, glass, and giftwares are displayed. Entering, 
the eye is immediately caught by a large palette-shaped 
table, built around one of the three construction pillars, 
displaying chinaware and lamps. 

Wall cases, moulding, and fixtures in this department 
are of white oak, with a gray ceiling, and a green and 
ochre floor. The whole floor is subtly designed to give the 
various types of merchandise exclusive space and display. 
This is achieved without breaking the unity of the room 
by an arrangement of niches, separated by a vertical 
panel of flutex glass. 

Particularly striking is the display of glasses in the 
wall cases, which are painted a slate gray, bringing out 
the shape and sparkle of each piece. 

The Silver Department, located on the second floor, 
is also remarkably designed in a composition of color 
and texture. White oak wall cases—some built on a 20- 
degree angle—serve as an interesting variation from the 
conventional straight lines of interior display. An un- 
usual amount of storage space has been incorporated in 
these wall cases, which are painted in blue-grays and 
blue-greens. 

Fluorescent lighting is concealed behind the upper 
moulding, which brings out the highlights and forms of 
the silverware displayed there. The room is completed 
by the same combination of ceiling lighting as is used 
on the street floor, against a soft blue-gray. 





JEWEL DISPLAY CROWDS STORE ANNIVERSARY 
(From page 220) 


preview of the exhibit of jewels the Honorable Charles 
Grakelow presented awards to the winners. Mrs. Blumen- 
thal of Philadelphia, owner of the oldest wedding ring 
(the one engraved with the earliest date) purchased at 
the store, received a modern platinum and diamond wed- 
ding band. The wedding ring was dated January 29, 
1882. The oldest watch purchased from the Kind store 
and still running was bought in 1876—just four years 
after the company started in business. Mr. Van Horn, 
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owner of the oldest watch, an engraved hunting model. At the entrance, just to the right of the door, an attrac- 


was given a modern gold wrist watch of a well known tive girl employee, dressed in an authentic costume of the 
make. Presentation at a press preview, of course, assured period in which the store was founded, invited everyone 
publicity for this contest and its winners. to sign a guest book which helped to indicate the success 
Climaxing the celebration, and making the third act in of the venture. Several thousand people from all over 
this “3 ring circus’ was a Diamond Jubilee Dinner held the United States—and in fact, some visitors from other 
at the Ritz Carlton Hotel on Saturday evening at the countries signed their names and addresses, though, of 
close of the anniversary week. It was attended by 120 course, the bulk of them were from the Philadelphia area 
employees of S. Kind & Sons and featured prominent and were thus potential customers. Philip Kind is plan- 
speakers and other entertainment. This was a dramatic ning to use this list next year to send letters expressing 
gesture of appreciation on the part of the store to the the best wishes of the store and explaining how glad 
employees for their cooperation. The promise of this Kind executives were to have had this visit. This will be 
gesture of “thanks” served as a stimulant and encourage- one method of following up the excellent publicity re- 
ment for the many employees whose special cooperation ceived by this diamond jubilee. Spokesmen for the store 
was needed to make the affair a success. Publicity was feel that the tremendous success of this affair, as indicated 
given this final event by substituting part of the program by this book, the newspaper and radio publicity and the 
over their regular radio show “The Philadelphia Phil- fact that the store was crowded the entire week, was partly 
harmonic” in lieu of the regular concert music. due to the well balanced program. Looking back you 
will see it had dramatic appeal for all ages and all types 
RECEIVED MUCH PUBLICITY in the showing of odd, beautiful, antique and modern 
Just before each event, press releases were sent to the jewelry, containing sentimental and/or financial value 
Philadelphia newspapers and other local publications and appealing to the imagination. It had the appeal of 
to the radio stations and commentators, and again at the audience-participation and suspense and prizes supplied 
time of or immediately following each new happening. by the contest. It had appeal to the employees whose 
so as to assure a continual reminder to the public during cooperation was essential, through a “thank-you” dinner. 
the entire week. Ruth Welles, Anice Ives, and several And by their very nature, each of these parts of the pro- 
other commentators visited the show and gave it recog- gram were assured of some publicity which was gained 
nition on their programs. Philadelphia and suburban by notifying the press well in advance and again during 
newspapers, including those in which S. Kind & Sons or immediately following each event. This dramatic bal- 
advertise and those in the communities in which the ance was the thing to which Mr. Kind referred in his 
executives reside, carried the news of the event. ; phrase, “three ring circus.” 
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A MERE $500 BUILT THIS STORE 
(From page 224) 


diamonds is removed every evening from the show win- 
dows, and replaced with silverware, clocks and so forth. 

“But look at the advantages obtained from these small, 
simply designed windows,” he declares. “You'll not find 
cleaner displays in the city, because I change my goods 
twice daily, morning and evening. The morning change 
includes wiping off the plate glass, brushing the black 
pads and polishing the goods. With the commonly used 
steps, displays become dusty from long standing because 
they are too much trouble to alter frequently. 

“The backs of the show windows were purposely left 
clear, giving potential customers and passersby a look 
into the store interior and showing to advantage our 
shadow-box lighting and tasteful decorating.” 

Sliding glass doors will be installed later at these win- 
dow backs, still allowing a view of the interior from the 
sidewalk or street. Spotlights highlight the window dis- 
plays which are otherwise unlighted. Stock scroll-framed 
mirrors give an attractive touch to the show window walls 
on both sides of the entrance. Concise, small signs, 
painted on regular placards, quietly state: 

“Divided payment promptly arranged,” on the large 
show window wall, and “Use our layaway plan,” on 
the other. 

The store’s flooring is green linoleum. Along the right 
wall set in a false wall about eight feet high, are three 





shadow boxes, three feet high, three feet wide, and one 
foot deep. These are another example of Chojnacki’s 
planning. If he is temporarily short on inventory, the 
jewelry which would ordinarily be on display in these 
boxes is replaced with sprays of flowers in one or more 
of them. Each shadow box is lighted from above, inside. 

“Lately my stock has begun to bulge out of the usual 
storage areas, so I’m going to install removeable glass 
shelving in these shadow boxes. Thus I'll have more 
display space, adjustable to the moment's needs, and stil] 
distinctive in appearance,” stated Chojnacki. 

Interiors of the shadow boxes are white, with white 
molding trim, and the false wall in which they are set is 
covered with a grey tweed wallpaper. The space above 
where the false wall ends is papered with grey and white 
floral designs, interspersed with green leaves that har- 
monize with the linoleum. Ceiling paper is grey, and 
two lighting fixtures, of ordinary household design but 
modern in concept, are suspended over the center portion 
of the store. 

“You can see we didn’t go in for anything elaborate 
and expensive, but you are impressed by the simple 
beauty of this interior, in keeping with quality merchan- 
dise offered for sale,” Mr. Chojnacki pointed out. “The 
false wall is beaverboard, braced with 1 x 2 inch framing. 
It wouldn’t be hard to alter to another type interior.” 

Three neat showcases stand in front of this wall. They 
were built to Chojnacki’s specifications and cost only 
$60! Each is of more or less standard design, measur- 
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pushed the top of the door frame to six and one half 
feet, and broadened the steps themselves considerably. 
There is no sense of restriction from this elevated area 
now; no setting aside in appearance. 

“In a nutshell, you find here low initial investment 
and, equally if not more important, low overhead,” con- 
cluded Chojnacki. “My wife helps some, and my son 
Richard puts in some time after school hours, growing 
into the business. He’s getting good on the window 
displays, too. 

“We're making out very nicely, and present plans call 
for adding a similar setup in a nearby community.” 





DISPLAY IS KEY TO LUGGAGE SALES 


(From page 228) 


cage, good substantial pieces of it on which there is truly 
worthw hile margin, for Christmas gifts. And in the latter 
part of January and all of February, many affluent folks 
from our part of the country go south for the winter va- 
cation season. And whenever people travel, they need 
luggage. That’s why Easter is also such a good luggage 
selling occasion, closely followed by the months of May 
and June. The appropriateness of luggage for gift-giving 
on occasions of weddings and graduations, so predom- 
inant during these months, requires no elaboration here. 
and provides an excellent starter for the even more ac- 
tive summer months, completing a year-round cycle of 
top-notch merchandising opportunities. 


“Of course, merely having luggage in stock does not 
mean that the customer is going to snap it up before it’s 
unwrapped. To sell luggage even today, requires adver- 
tising, display and merchandising — and this must be 
done in a way that will not only not conflict with the 
interests of the other departments of the store, but will 
contribute to their well-being, just as luggage benefits 
from the traffic and good-will created by the jewelry de- 
partments.” 

For a long time it was clear to the Evans management 
that proper store display could do even a better job of 
moving luggage. So. when the lifting of wartime restric- 
tions made a remodeling and expansion program possible 
in April of this year, luggage and its related numbers 
were given their proper place. Or, we should say places, 
for a careful study of the within-the-store locations led 
the management to decide on making a division of the 
luggage into two categories, to be displayed at separate 
locations. The fine quality merchandise, including nearly 
all top brand names that are nationally known and ad- 
vertised, are on display behind the counter on the left 
side of the store, well to the front. Thus, patrons en- 
tering the store can see the very best and newest crea- 
tions in luggage, yet they cannot handle it, for store- 
wear can cause considerable depreciation in value in this 
class of luggage. Patrons can see its quality, however, 
and even though they do not go to the rear where the 
cheaper line is displayed, are made aware that here is 
a convenient, dependable source for quality luggage. 

The lower-priced luggage, displayed adjacent to the 
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To Be Sure of the Best of Quality and Service—Send to KIRK-RICH 
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Heirloom Styles... 
by SCHNEIDER 


To satisfy the current de- 
mand for antique jewelry 


and reproductions, 
SCHNEIDER presents 
individually styled rings 
and earrings to match; 
in. gold, diamonds and 
precious stones on a 
background of French 
enamel. 

Send for full particulars 
of the complete line 
NOW. Address dept., 
JCK. 


D. SCHNEIDER 
Antique and Modern Jewels 
74 West 46th Street ° New York 19, N.Y. 


Manufacturing Jewelers 
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office at the rear of the store, is exposed to all customers 
who call to make payments or have other business at 
the office. While this display is lower-priced than the 
brand-name selection, it nevertheless includes the very 
latest and smart looking numbers in wardrobe cases, 
overnight cases, Pullman and two-suiter cases, Gladstone 
bags and make-up cases. Smaller related leather items, in- 
cluding Dopp Kits, pocket letter files, billfolds and card 
cases are displayed in stylish wall niches similar to those 
used in displaying the larger items. 

Interest that is created by the cheaper luggage fre- 
quently leads to sales in the better lines. It is the privilege 
of the customer to pick up the popular-priced luggage 
and inspect it and this has been found highly effective 
in letting folks sell themselves. 

For several years now, Evans has devoted the entire 
south display window exclusively to luggage, featuring 
the newest patterns of men’s and women’s travel items, 
and offering vacation hints therein. Having a location at 
one of the city’s busiest intersections. the window more 
than pays for itself in trade developed. 

A firm believer in newspaper advertising. the Evans 
store uses one display ad each week in each of the two 





Christmas Club Plan Insures Holiday Sales 


W. M. House. Paris, Tex., jeweler, has attracted wide 
attention with his Christmas Club idea which is designed 
to increase store traffic and sales both now and during 


the holiday shopping rush. 





McGarvy House presents 10 per cent Christmas Club check 
to young customer who has just purchased a watch. W. M. 
House looks on. 


The idea is simple and works as follows: Every cus- 
tomer is given a check for 10 per cent of the price of the 
article purchased, the checks being redeemable as cash 
in full or part payment on Christmas merchandise. For 
example, a customer purchases a watch in September for 
$50 and is returned $5, or 10 per cent of the purchase 
price, in the form of a Christmas Club check. At Christ- 
mas time the customer can take his check for $5, add it 
to any others he may have from other purchases and 
apply the total amount to any gift item he may wish to 
buy in whole or in part payment. 

The plan works just the same on credit sales, the only 
difference being that the 10 per cent check is given when 
the article has been paid in full. 
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Fort Wayne daily papers. One insertion appears in the 


evening paper on Thursday, and in the morning paper on ) 
Sunday. The luggage ad is a separate and distinct ad by 
‘tself, and is carried on a different page than the other 

ee 


| advertising of the firm in the same issues. 
Probably one of the most satisfying angles to the 
luggage business is the repeat, or come-back volume that 
oo ‘ ° ° 
assured once the department is established and under 


| poe 
EY is : 
1 , Ai Wi, y, LE 
eo Thus. in the case of the Evans store, luggage is truly | | 3 Z 


a money-maker. Probably many other retailers could find 


it equally profitable. The more complete the line handled. | | | 
the greater the profit opportunities. It is of such a nature S PRI N v BR 
that it is simple and easy to demonstrate, requires. no | 


thorough technical knowledge to sell, and surprisingly. 
small floor space is needed to display it attractively. So, 
‘f you're a retail jeweler looking for ways and means to 
supplement and increase volume, traffic and profits, may- 
be luggage is what you need, to “go places.” | 














“DOLLAR TABLES" CLEAR INVENTORY 


(From page 234) 





saves on the $2 and $3 tables are similar, all designed to 
stimulate the “browsing” instinct in most customers. 
“We have found the flat price tables valuable in sev- | 
, eral ways.” Mr. Stewart stated. “First, they are a means | 
of increasing traffic into the store, and indicating to the | 
average customer that we always carry something in 
modest price lines which any pocketbook can afford, and 
which will go out in a Duval gift box if requested. 
Second, it has been our experience that many customers 
in search of vague gifts for friends, relatives, etc., and | 
unable to find exactly what is wanted, will nevertheless 
buy something from one of the tables, either as a knick- 
knack gift, or for their own use. Third, and most im- 
portant from a present day operational standpoint, the 
tables have proven ideal as a means of reducing our 
. , re 
inventorv in such odds-and-ends. THE “FOOL PROOF” SPRING BAR 
Duval Jewelry Company, like many other stores, has 
been undergoing a stock-reducing program for the past | Pat. No. 1,775,620 
several months, but in doing so, has eschewed such drastic Pat. No. 2,063,733 


tactics as 50 per cent off reduction sales, “give-away ® DUST AND MOISTURE RESISTANT 


leaders,” etc. Recognizing the fact that price-slashing 
sales have a deleterious effect on a jewelry store’s pres- e INSURES YOUR WATCH AGAINST LOSS 
e CAN’T SLIP OUT ‘ 


tige, Duval Jewelry Company has, instead, combined the 
flat price tables with several other ideas. True, there are The Algren patented spring bar is made from 
seamless brass tubing heavily nickel plated to 














markdowns on some of the items on each of the $1, $2 


and $3 tables, but these are slight, amounting to only | prevent corrosion — The inserted steel spring is 

10 to 30 per cent on even those items that are reduced in | completely enclosed and protected from dust and 

price. And not only surplus inventories, but newly re- moisture by our patented rolling process — (as 

a gilts = mses Pl mr the —_— and -~ | shown in illustration). This spring bar can’t fall 
splays are Caretully Kept tree of the war dog” atmos- apart. In all sizes and styles. 


phere too often found in close-out sales. 
The store is also running “red tag specials’—worth- 


while markdowns on specific items, but by no means ORDER FROM YOUR JOBBER 


akin to an overall sale. 
: “The flat-price tables have worked out so well as traf- | 

fic magnets that we will probably continue them on a | ALGREN PR O DUCTS C oF 
) permanent basis,” Mr. Stewart said. “They are bringing 
in people who might otherwise never enter the store, 
stimulating even regular customers to add to the unit 325 LAFAYETTE ST. NEW YORK 12. NY. 
sale by picking out two or three small gifts, etc.” 


Male, Female and very thin. 
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ALGREN WATCH FINDINGS CO., INC. 
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Wateh Those Christmas Cheeks! 


Counterfeit money has been sharply curtailed, thanks to the efforts 


of the Seeret Service. but the bogus cheek racket still claims 


many retailer victims who are urged to “Know Your Endorser.” 


HRISTMAS is just around the corner and the sea- 

sonal rush is the period in which the bad money 
artists, the check forgers and sharpers in general have a 
holiday annually with the American retailer playing 
Santa Claus. 

Your government is doing everything it can to protect 
you against the depredations of the boys who live by 
their wits, but its tireless workers, the agents of the 
United States Secret Service, are seriously hampered 
when you yourself do not take reasonable precautions in 
the daily handling of cash and checks. Due to the efforts 
of the Service, victims of bogus bills have declined 97 
per cent, from a yearly average of $102,800 in 1933-1936, 
to the current figure of less than $3,000. But bad checks 
are on the increase and the Treasury Department had 
added to its successful “Know Your Money” campaign 
a “Know Your Endorser” plan for cutting down this loss. 

However, lest the remarkable success in the bogus bill 
campaign be interpreted as an invitation to relax pre- 
cautions, a Washington store was recently caught short 
by a very fine piece of sleight of hand. In this case a 
man and woman made a purchase in a department and 
offered a thousand dollar bill in payment. The bill was 
sufficiently large to necessitate checking by store authori- 
ties who took it to a nearby bank. During the resulting 
20-minute delay the customers fumed and decided not 
to make the purchase. When the bill was declared 
genuine by the bank and brought back, the woman placed 
it in her bag, then apparently relented, saying she could 
understand how precautions must be taken and would 
buy the article after all. Of course it was paid for with 
a second, and bogus, thousand dollar bill! 


GOVERNMENT CHECKS 


Government checks are the biggest item in depart- 
mental headaches at the moment. Last year more than 
160 million of them were issued, to servicemen, veterans. 
dependents and to widows and children of those killed 
in action. No mercy deters the check thief. Once in 
the mailbox the checks are his potential livelihood and 
thousands of mail boxes throughout the country are be- 
ing rifled, with sometimes tragic results. Check thieves 
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have found that the words “Treasurer of the United 
States” on the face of the checks act almost magically 
when it comes to cashing them. Too many retailers seem 
to think that a government check is just like a govern. 
ment bill, good because it is presented by someone for 
payment. Too many retailers are learning, to their sor. 
row, that if a government check is cashed by a thief and 
a forger they are out their merchandise and whatever 
cash is represented by the balance. 
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Government checks to servicemen and their de- 
pendents offer rich bait for mail box thieves. 


To pause for a moment and discuss the personal check, 
there are two angles on protecting it. For the writer there 
is the problem of making it out in such a way alteration 
is difficult. For this a check writing device or perforator 
may suffice. In making out personal checks an honest 
mistake, such as an overdrawn balance, may be made 
and privately rectified. However, once any check is in 
the hands of the person cashing it, it is his responsibility. 
From his angle, every precaution taken to insure its 
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the smart woman's preference... 


th We. 
MAE this Metalfield boxed set! 


Cigarette case with its own automatic lighter; 





plus a compact to match; both as function- 


ally perfected as they are beautifully designed! 





THE ALADDIN” CIGARETTE CASE 


Cigarette case with its own sure-fire 
lighter that lights up automatically 











as you close the case! 
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Both in stream- 
lined modern 
fluting design in 


rich low brass. te rs 
rhc aut “in 00 THE AIRWAYS” comPActT 


retail. With powder door that responds to your 
feather touch, yet never leaks to film 
the mirror! Pure lambs wool puff! 


(METALFIELD COMPACTS AND CIGARETTE CASES ALSO AVAILABLE SEPARATELY.) 


...Its a Metalfield! 


“Mastercraftsmen for over a quarter century.” 
e SHOWROOM: 17 W. 34TH ST., N.Y. 1- PLANT: MILLTOWN, WN. J. 
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validity is legitimate and he should never, under any 
circumstances, accept a check which shows alteration in 
any way. Checks are easily replaceable, either govern- 
ment or personal, and he is entitled to every safeguard. 

The Secret Service says, on all checks, “Know Your 
Endorser.” After all, it’s your money that is being paid 
for a piece of paper. Ask for complete identification. A 
telephone bill is not enough. In a case on record a phone 
bill, stolen at the same time as the check, was refused as 
identification because it had not been paid. The thief took 





A smiling personality is no guarantee of the validity 


of the endorser. Ask for a thorough identification. 


it, paid the less than five dollars it represented and then 
presented it again and. cashed his check for a handsome 
profit. Gas bills, distributed by hand in New York and 
other cities and thus not so readily obtainable, are just 
as undependable. One alert forger rang the bell at an 
apartment, announced he was from the gas company and 
that there had been a mistake in the bill, secured it and 
used it as reference in his operations. 


PROPER IDENTIFICATION 


Motor vehicle licenses and Social Security cards are 
not enough either for identification. One smart operator 
was caught with a complete authenticating apparatus in 
his car, capable of making out licenses, cards and other 
identification he needed. under various aliases. The best 
security is a combination of identifications, in spite of 
the smart boy mentioned above—and remember he was 
caught. Ask for several different items, registration cards. 
licenses, rationing books, anything that an honest person 
might ordinarily have with him. And when cashing a 
check, make a notation on the face of it of all numbers. 
references, etc., offered as proof of identity. The govern- 
ment doesn’t mind and if the check bounces those entries 
might offer clues in catching the forger. 


STORE CARELESSNESS 


Some of the cases on record sound almost incredibly 
careless on the part of retailers. There have been women 
who borrowed children to cash checks in toy departments, 
almost without investigation of any kind. There is the 
man who cashed 14 checks under 14 different names in 
one department store, all passed by proper authority, 
three of them in one morning in the same department. 
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When he was finally caught and asked by the Secret Ser. 
vice how he did it, he said he went in once with his coat 
collar up, again with it down and then went out to hig 
car and came back wearing a wind-breaker. He identified 
the employee who had approved his checks easily, by 
the employee still didn’t recognize him! 

Then there were the two gangs, probably among many, 
who fattened on the check-stealing racket. One was headed 
by a man who collected checks from mail boxes and sent 


his gang of boys out to cash them in various neighbor... 


hoods. In Harlem the same racket was worked with — 
girls who shopped the district. In Brooklyn, a check thief, 


wearing a butcher’s blood-stained apron, entered a toy » 


department, saying his son had seen a football there and 
he wanted to buy it, with a check of course. Had the sales. 
man looked carefully at the check he would have noted 
that it bore an address nine miles across town and sus. 
pected it would be highly unlikely for a youngster to 
come that far to look at footballs. Possible, but not prob. 
able. 


CASHED BY BOYS 

Then there were the juvenile delinquents who gazed 
admiringly at a retailer, told him he looked like Edward 
J. Robinson and would he cash their father’s check? The 
flattered merchant did, but regretted it. Most incredible 
of all is the case of the AWOL soldier for whom the 
Secret Service is diligently searching. He was a member 
of the regular army and went AWOL when it came time 
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Accepting checks from juveniles is asking for trouble. 


to go overseas. The department has a handsome collection 

of his checks, made out on blanks which can be purchased 

in any number of stationery or variety stores, with the 

name of a non-existant bank TYPED in at the top and 

just as bona fide as anything else about the check, in- 
(Please turn to page 272) 
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Camera department at Klein & Son 
occupies the space at the left of 
the store entrance on main floor. 


by GRIER LOWRY 


Publicity Type Advertisements 


Builds Store's Camera Department 


Ten years old, photographic depart- 
ment at Klein's has attracted store 
traffic which has fostered improved 
business in all other departments. 
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O kindle community interest in photography as a 

hobby, and to publicize this branch of their opera- 
tion, Klein & Son, jewelers, Montgomery, Alabama, is 
using news story style advertisements with interesting 
results. 

Photographic supplies, a ten-year-old member of the 
sideline family of Klein & Son, one of the South’s most 
staid business institutions, generates considerable trafhc 
beneficial to other departments of the store. Appliances, 
olassware, brass, woods, and giftwares are other major 
departments housed in the three-story, air-conditioned 
building which also contains complete lines of jewelry. 

“There was a splendid opportunity in Montgomery for 
a well-stocked, well-located camera department when we 
stepped in and filled the niche back in 1937,” said Mrs. 
Helen Baker, photographic sales manager. “During the 
period when there was a dearth of merchandise, we kept 
meticulous files of names of persons seeking items not 
in stock. When able to fill the orders. we immediately 
contacted people whose names were filed. 

“We also think we have enhanced our reputation with 
an advisory service in which we devote as much attention 
to the customer who purchases a package at five cents 
as to the one requesting more expensive items. More- 
over. when a photographic shopper makes his initial 
purchase of darkroom equipment, a salesman outlines a 
future buying plan for the shutterbug. taking into con- 
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All Gift Buyers Want 
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Now They Serve Themselves From These 
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Enclosure Card @@ggmeise: 


Two Revolutionary Designs 
In Four Gleaming Colors 


eAMBER Cc e acceeion2 y= = 
eGREEN — 


eBLUE 
S pP t N ik easy-sliding drawer sg eight 
more designs. Size: 8°’ x 8°’ x 814" 


+ saw a Sees << i Price (including 1600 assorted 
rysta ear Sette, 5 i Occasion-ALL Enclosure Cards 
oe 4 and supply of enclosure envel- 

Opes) $20.30 


Cabinet only $15.7 






















Cabinet No. 1125—Provides space 
for 1600 enclosure cards and a 
supply of enclosure envelopes. Top 
compartment displays eight dif- 
ferent card designs. When open, 









Cabinet No. 325—Provides space You know it for fact—when a customer buys a gift 
for 800 enclosure cards and a sup at item he wants a suitable enclosure card to put with 


ly of enclos . Dis- : _ ‘ , ° ° . 
plays eight diferent cord designs : \ it. You gain goodwill and build repeat business when 
Size: 8° x 8 x 51%” (not includ- | you include as part of your service a selection of 


mg Sgn pone). | * enclosure cards, attractively displayed in one of 
ain vt nese Aba ban these beautiful plastic cabinets. Streamlined, richly 
Wes Gaciasare | A designed, made of transparent plastic in your choice 
Cards and a sup- | : of four colors—either of these sparkling cabinets 
eB ae wateee will complement the decorative scheme of your 
ee rn ———— | establishment. And check these utility features: 
Cabinet only $10.50 ) Se 


@ DURABLE—Hecavy plastic construction through- 
out makes them practically unbreakable—insures 
years of use. 


Se 


@ CONVENIENT—All the cards are easily accessible. 
The customer makes his choice and serves himself. 
: @ COMPACT—All your cards are on display in one 
Fr Oe space-saving cabinet. You have a ready ‘“‘stock 
en control,'* so that you can replace depleted items. 


a . : @ DUST-PROOF—Cards are kept ciean and crisp. A 
So — 7 dry cloth rubbed over cabinet surfaces keeps them 
gleaming. 


Fine, you say, but what about the enclosure cards 
oe 7 ; themselves? Here's our answer: We have been 
— ltd producing enclosure cards for over 30 years. Our 

= new Occasion-ALL Line offers a variety of designs 
and sentiments which covers every possible occasion 
where a gift is in order. So order your plastic 


cabinet today. If you prefer to choose your own 
TU cards, we'll include samples of cards and envelopes 
L CQ). with prices. Write for full-color brochure showing 


entire Occasion-ALL Line. 


Enclosure Cards Envelopes Tags Stationery Labels 
a ee 


LANSING P. O. BOX 1410 MICHIGAN 


The Symbol CH) of Quality 
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The artistically arranged window dis- 
plays of photographic supplies which 
are currently maintained at Klein's 
are important in promoting business. 


built a real asset out of their camera 
department with a running campaign of 
news story type ads that has kindled 


community interest in photography. 


sideration his financial condition, type of camera he 
owns, space available, etc.” 

Cameras (all they can get), film, paper, chemicals. 
carrying cases, gadget bags, tripods, screens, movie 
cameras, projectors—the entire gamut of supplies for 
amateurs and professionals—in brands which read like 
a “Who’s Who” of the photographic manufacturing world 
are on the firm’s sales register. A representative stock 
is maintained in the two floor cases, and two wallcases, 
stationed only a few paces to the left of the store’s en- 
trance. Duplicate stock is in the basement. 

In making a bid for business, the firm applies plenty 
of promotional pressure. 

“Around the Town With Camille Brown,” one of those 
breezy, chatty radio shopping programs, slanted to appeal 
to housewives, is one medium utilized. Housewives, be- 
lieve it or not, are top prospects for cameras, etc., accord- 
ing to Helen Baker, when you consider that there is a 
substantial crop of babies with doting mothers. 

Around-the-Town, etc., a morning show on Station 
WSFA, has proved a splendid outlet for reaching young 
mothers, who listen to the show for bargains in all sorts 
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Young mothers rate as top prospects for 
photo items, according to Klein's. They 
reach this consumer group with spot an- 
nouncements on morning radio programs. 


of merchandise. The Klein copy on the show is designed 

to inform the women how simple it is to snap clear pic- 

tures of their juniors; the fun involved in catching small 

infants in candid poses; the beauty of color photography; 

the pleasure of keeping a cradle-to-college record of 

children on movie film; the service the store features in 
(Please turn to page 275) 
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“lhe Sensational 
Yew Wirer with the 
Gell tu tts Base 


ESQUIRE 
NEW YORKER 
HOUSE BEAUTIFUL 
HOUSE & GARDEN 


The melodious call of the bell hid- 
den in its beautiful brass base, 
its graceful brass stem, its lovely 
crystal bowl holding more than 48 
ounces, so appeal to popular fancy 
that dealers are clamoring for it 
from coast to coast. | ‘ 








To Retail at | ‘eae i 

BELL MARTINI each.......$17.50 

6 Matching Glasses.......... 1750: § 

(Less Regular Trade Discount) ee 

Lac ered \ Unprecedented de- 3 
ag were: NN mand suggests that 






you order immedi- 
ately to be sure of 
Christmas and future 
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‘For Old - 


' 
“ 


New 


To exchange the old for the new is 
good business — and that makes 
business good for the jeweler. 


Every alert jeweler has the oppor- 
tunity to buy or exchange obsolete 
jewelry, rings, chains, watch cases, 
pins, spectacle frames, etc. He 
accumulates and sends his 


OLD GOLD 
SILVER, PLATINUM, etc. 


direct to DEE because he knows that 


DEE CHECKS SATISFY 


We supply karat gold, gold solders, 
silver, platinum, etc., and can make 
prompt shipment. 


DEE 


C en, aan en = 
HANDY & HARMAN 
GENERAL OFFICES & PLANT 

900 W KINZIE ST 









PRECIOUS 
METALS 


REFINERS 
MERS 
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WATCH THOSE CHRISTMAS CHECKS 


(From page 266) 


cluding the name of the supposed officer signed to it 
Anyone in business should know by now that soldiers 
wear dog tags. A careful inquiry might have stopped 
this fellow a long time ago. 

Finally, there is the chap who passed a bad personal 
check on a bartender. The bartender ran into him in the 
neighborhood later, collared him and demanded his 
money, showing a photostat of the check. The culprit 
apologized, cheerfully paid the amount, took the photo. 
stat, which is a camera print in reverse, white on black. 
and went out and cashed it! 

Just to vary the recital of woe, there was the alert 
cashier who turned a presented check over, put his hand 
over the endorsed signature and asked the endorser to 
write his name again. He wrote a different name! And 
there was the young saleswoman in a men’s hat depart- 
ment who noticed that the man presenting a check in 
payment for a hat had certain initials on his ring and 
asked that those initials be marked in the hat, but wrote 
different initials on the check! He won’t be around for 
some time, thanks to the Secret Service: 





| KNOW THE ENDORSER 


| In its advice on protection, the department urges sev- 
| eral precautions. Be careful about cashing a check for a 
| woman when it is made out to a man, or vice versa. 
Insist on having checks endorsed in your presence. If 
a check has been endorsed once, have it done again. Ask 
servicemen for government identification and write on 
the check all serial numbers, unit designations and the 
like which might be valuable clues if the check is bad. 
Never accept checks from juveniles. That is just asking 
for trouble. A Pittsburgh judge in a recent case in- 
volving five checks passed by young delinquents stated 
that he blamed the merchant more than the boys because 
his carelessness encouraged them to go on. In short. 
protect your check and “Know Your Endorser.” 

The Secret Service has available numerous pieces of 
literature stressing its “Crime Prevention” program. It 
also has moving pictures, especially two films, “Doubtful 
Dollars” and “Check and Doublecheck,” both 16 mm. 
in sound and color, which will be shown by agents to 
any sizeable group interested. Several large department 
stores have had the pictures run for their entire personnel. 

These films and publications are available to any re- 
sponsible organization on application to the nearest field 
office of the Secret Service or to Frank J. Wilson, U. S. 
Secret Service, Treasury Department, Washington, D. C. 

“Know Your Endorser” and the Christmas season will 
be a happier time for everyone but the man who is mak- 
ing his reservation for the future in the Big House as a 
suest of Uncle Sam! 





600 Pound Jade Boulder Found 


A 600-pound boulder of jade, believed to be the largest 
of gem quality ever found in Alaska, has been discovered 
by two amateur prospectors, Harry M. Coleman and 
George E. Van Hagen, of Chicago, and is being shipped 





to that city for expert appraisal and cutting, according 
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to an announcement early last month. The boulder is 
reported to be approximately four feet long and 20 inches 
in diameter. . 

The country in which the discovery was made, which 
‘+s known as the Shungnak district and is the locale of 
the so-called “Jade Mountain.” has been the source of 
jade for centuries, according to Eskimo tradition. Arche- 
ologists have found Eskimo-made jade implements as far 
north as Point Barrew on the Arctic Ocean and south to 
Nome. Shungnak is Eskimo for jade. 

Although the existence of jade in northwest Alaska has 
been known and reported upon for 50 years, no success- 
ful effort has been made as yet to recover it for commer- 
cial purposes. This has been due in part to inaccessibility 
of the Shungnak region and also the questionable quality 
of the mineral. Much of it, Coleman and Van Hagan 
reported, bears a resemblance to serpentine er “green 
stone.” which has no particular value. 

Last year an Alaskan mining company reportedly 
shipped ‘several tons of jade-bearing rock from the 
Shungnak area. Assays proved most of the jade to be 
below gem quality, except for a small portion. 

Coleman and Van Hagan planned their trip into 
Alaska’s tundra in search of jade after hearing stories 
about the so-called “mountain” from Alaskan Major M. R. 
Marston. organizer of the Eskimo Territorial Guard. 





Gift Suggestions Fill Empty Space 





Preece 


Loftis Jewelry Company, 34 N. State, Chicago, capital- 
ized on the spiral staircase which is an outstanding archi- 
tectural feature of the store to make a novel display unit. 

As pictured, concave signs, listing all of the gift sugges- 
tions on the second floor of the store, were used to fill up 
the inner circle of the spiral staircase. To provide customers 
with definite suggestions for each set, the other two signs 
were headed "Gifts for Him," and "Gifts for Her’. Ap- 
proximately 25 items were listed on each of the smaller signs, 
including wristwatches, cameo rings, wedding rings, key 
chains, pocket knives, etc., for men, and dinner rings, dia- 
mond lavaliers, cigarette cases, dresser sets, glassware, 
manicure sets, etc., for women. 
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for Beauty... Accuracy... Sales 
Ladies’ Models start $13.17 Keystone— 
Gents’ start $13.04 Keystone 

It's not surprising that the demand for See- 
land Watches is greater today than at anytime in 
their more-than-a-century history. International 
advertising and unerring quality has built this de- 
mand . . . demand that means less sales effort and 
more profits for you. LIMITED QUANTITIES 
... ORDER NOW! 

“Born in the South... Raised in the South ... 
Serving the Nation.” 





Serca, Ste. 


Wholesale Jewelers Electrical Distributors. 
Lynch Bldg., Jacksonville 2, Fla. 
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Repair Service Plays Vital Role Daily Showing Stimulates Sales 


Crescent Jewelers, with stores in Pictou and New Glas- G. W. Lawton, jeweler of Orlando, Florida, has solved 
gow, Nova Scotia, have been campaigning against the the problem of how to display many patterns of open- 
habit of allowing jewelry, including rings, pins, bracelets, stock china, sterling flatware, stemware, etc., in his 
brooches, etc., to gather dust in dresser drawers when Lawton Jewelers store by carefully selecting one pattern 
they are in need of repairs. of matching flatware, dinnerware and glassware daily, 

In the drive of this jewelry firm, it is pointed out that which is displayed for twenty-four hours and then re. 
the pieces of jewelry may be lost, and certainly are of placed by another. 
no value while in the drawers. It is advocated that the The display is shown on a green velvet platform aq 
items be brought or mailed to one of the two Crescent the front corner of the window, with a small card which 
stores for renewing, remounting, restoring, etc., or to be describes the number of pieces, why they were chosen 
sold for cash. to match, and the number of pieces in a complete setting 

Prompt action is promised whether the owner decides of each. Names of the patterns are given, with an in. 
on the repairing or the selling. For the selling, the cash vitation for the customer to come in and see further 
is promised immediately, either directly at the store or additions to the set, such as butter knife, soup spoon, 
by mail, as wished by the individual owner. The watch teaspoon, gravy ladle, etc. 
and jewelry repair service is playing a vital role at both A typical card reads, “Rutledge by a famous manu. 
the stores. facturer. Individual 5-piece place setting, including din. 


ner plate, salad plate, cup and saucer, bread and butter 
plate, knife, fork, spoon, and salad fork.” The price is 
then given, pointing out that the Lawton store carries 





Downtown Empty Lot Billboard 


A distinctive, attention-getting billboard is used in . many other patterns. 
downtown Bay City, Michigan, by Herman Hiss and Co.., The effect of this kaleidoscopic parade of patterns 
jewelers. The billboard, which hides the entrance to through a single spot in the window has been responsible 
an otherwise empty lot, is a credit to the business section for many sales to prospective brides, and the return 
because it is always kept in attractive condition. The of many customers long ago convinced that open-stock 
sign and copy bring much business to the Hiss firm. was out of the question, according to Mr. Lawton. 

Undoubtedly many ugly, empty lots in towns and cities “While we would prefer to show complete table settings, 
could be hidden and made more attractive by such bill- and utilize larger window space, the limited amount of 
boards. window space we have available has made this the best 
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STOCK No. DESCRIPTION PRICE STOCK No. DESCRIPTION 
4-2—Watch Box, all plush uu Doz. $ 6.00 4-29—Leatherette Four Fold 














c OTTO N FI L 4 E D N E ST B O X E Ss 4-3—Plush top (Not Shown)... Doz. 3.50  4-130—Plastic Watch Box... Doz. 12.00 
STOCK Ne size panes 4-5—All Cardboard (Not Shown)... Doz. 2.00  4.131—Cuff Link and Earring Box..........Doz. 3.50 
4-66- 5-1 12" x 3-1/2" x 1” Doz $1 20 a Doz. 3.00  4.134—Leatherette Watch Box .......... Doz. 6.40 
” ” ” 4 : 4-21—Double Ring B Doz. 11.25 ” — 
4.67- 1-1/2” x 6-1/2” x 7/8 Doz. 1.10 pee ns ~ a es coo Plastic Ring Boxes... Doz. 2.10 
4.69- 3-3/4" x 3” 1-1/4" Doz. 1.05 y . ae 4-138—Plastic Earring Boxes... Doz. 5.00 
~ pa - 4-27—Med. Cardboard Ring Box, box of 50 4.00 — 
4.7]. 3”x 2”x ] Doz. .90 17h~Suailh Gilead Ming Ren 4-140—Locket Box—Plush inside... Doz. 2.25 
4.72- 2-1/ 2” iz 1-3/ 4” x 3/ 4” Doz. 85 per box of 50 (Not Shown) _ 3.50 4-141—Choker and Bracelet Box ............ Doz. 12.00 
4.74. 4.]/ 2” x 3.-] / 4” x 1-1/2” Doz. 1.10 4-28—Large Cardboard Ring Box, 4-142—Choker and Bracelet Box ........Doz. 7.50 
4.7 5. 3-1 / 2 x 3-] / 2" x 1’ Doz. 1.00 per box of 50 (Not Shown)... 4.50 4-143—Bracelet Box (Not Shown)... Doz. 1.00 


SPECIAL!...100 NEST BOX ASSORTMENT! . 
Assortment Consists of: 

4-66,12 Boxes 4-71,24Boxes 4-74, 12 Boxes 1 
4-67,18 Boxes 4-72,10Boxes 4-75, 12 Boxes 
4-69, 12 Boxes 
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policy,” he pointed out. “Many people are familiar with 


the fact that we have a different pattern on display every . 


day, and come in and ask to see a pattern which they 
saw the previous Wednesday, etc. In this way, a small 
window space gets results.” 





PUBLICITY BUILDS CAMERA DEPARTMENT 
(From page 270) 


helping new mothers in buying and operating the equip- 
ment necessary for photographing small fry. 

Attention created by the show has been no slight factor 
in enabling the store to edge into a position of sales 
leadership in photographic supplies in Montgomery. But 
Mrs. Baker. and her assistant, Ben Spraker, count the 
bi-weekly advertisements on the Business Review page of 
“The Montgomery Advertiser,” as the ace merchandis- 
ing card. 

The stories are prepared in conventional news report- 
ing style. Copy is usually focused on one idea—one story 
concerned movies, another featured 35 mm. cameras, and 
still other stories dwelt on projectors, color slides, dark- 
room equipment for the amateur, etc. 

“Amateur photographers who have tried it know that 
half the fun is in developing and printing their own work. 
And, don’t give up the idea because you think printing 
and developing materials are scarce .. .” is an excerpt 
from a story on darkroom equipment captioned with a 
banner headline that read: “Complete Dark Room Equip- 
ment Available at Klein & Son.” 


“We know that the newspaper’s subscribers read these 
ad-stories,” said Helen Baker, “because not only do 
people come in and call for the merchandise mentioned 
but we have built up a mail order business solely on 


_ business developed among out-of-town camera fans who 


read the stories.” 

A noteworthy part of the Klein advertising copy 
writer's technique is to mention as wide a variety of 
merchandise as can come under the phase of the hobby 
under discussion. Reading the news stories, camera users 
see mention of items they need, or which they didn’t know 
the store had in stock, and come in and call for them. 

The store has a one hundred per cent location in down- 
town Montgomery, and the artfully-arranged window dis- 
plays of photographic supplies have played a prominent 
role in promoting sales of this line. 

Personal envoy of the department among photo ama- 
teurs is Ben Spraker, chairman of the membership com- 
mittee of Montgomery’s only camera club. By mingling 
with club members, Mr. Spraker has garnered friends 
for this department. 

In order of importance in the amount of business they 
give the store, Mrs. Baker rates these photographic 
groups: (1) Adults, who are better than amateurs, but 
not yet professionals; (2) Youngsters, ranging from six 
to twenty, and who usually require a lot of help in de- 
veloping their technique; (3) Professionals. 

Now employing sixty people, Klein & Son was estab- 
lished in 1893 by the father of Leo Klein, the present 


owner. 














We Are Interested In Purchasing 


FOR CASH 


Any Sterling Flatware; Obsolete, Inactive or Active; 


All Makes and Patterns. 


Being one of the largest dealers in the world in the above 
class of merchandise, you will find we are paying top prices. 
Suggest that you send for our offer. We will pay transpor- 
tation charges. 


We are also interested in used SILVER and JEWELRY 
estates, etc. No amount is too large or too small for our 
prompt attention. | 


JULIUS GOODMAN & SON 


77 Madison Avenue 








MEMPHIS 1 TENNESSEE 
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Door-to-Door Peddlers 
Can Be Licked 
=This Jeweler Did It 
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Instead of protesting about itinerant 
salesmen, Grunewald & Adams, Tueson, 
Ariz.. instituted an aggressive silver 


merchandising campaign whieh paid off. 


OR a long time now many jewelers have bewailed 

the unfairness of the competition to their silver 
business offered by the activities of the house-to-house 
canvassers; and for that many years, JEWELERS’ CIR- 
CULAR-KEYSTONE has consistently advocated the idea that 
the only way in which the retail jeweler can hope to 
combat this system successfully is by doing a better and 
more energetic job of merchandising, rather than passing 
a lot of indignant resolutions at conventions and meet- 
ings, none of which has as yet accomplished very much, 
if anything. 

Nor are they likely to do so. As one prominent trade 
Through the use of ads of this sort leader put it recently in discussing this subject—“It’s a 
Grunewald & Adams demonstrated purely economic question. As long as the silverware com- 
to public that buying silverware i Find Ftabl 1] h apes, 
from a jewelry store can be just as panies find it profitable to se tot ese Canvassing g 
easy as buying from a peddler, with izations, they’re going to keep right on doing it, regard- 
© tanger exection of mesenandion less of all your resolutions. The only way you can stop 
always available to choose from. ae Saag . ' 

it is to make it commercially unattractive by saturating 





(Please turn to page 292) 
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They have only a tiny apartment, but Lucy lives like a queen. and Bob have enjoyed using their Gorham every day...they've 
That's the way setting your table with your very own Gorham matched and added and already lost count of the many times 
Sterling makes you feel! That's what comes of having the finest their Gorham Sterling has repaid them in compliments and 
solid silver one hundred and seventeen years of skilled silver- comfortable living. 


making can produce. | ” . 
They started with a few place-settings...dreaming of the day Send for illustrated book, "Entertaining—the Sterling* Way,’ 10¢ (out- 


the boss would come for dinner...the home they planned to side U.S.A., 40¢). The Gorham Company, JB-1031, Providence, R. I. 
build. Lucy wanted Gorham, because to her and to so many THE MODERN WAY #0 buy sterling is in units of place-settings— 
other women, Gorham has always stood for the most beautiful, each consisting of six pieces. Place-settings about $23.00 (Fed. tax 
authentic designs and the finest workmanship. Since then, Lucy incl.), depending on which of the twelve Gorham patterns you choose. 


2 STERLING ego 


America's Leading Stiveramiths since 1881 






filustrated: free of the 
twelve Gorham patterns 


| Win ur Se yung waned with Cran jelack Actin... yon 
Wowie ; Owain pranar , \) daber \5 Vey Dem ber Cr Lamon. 


TIE IN WITH GORHAM — THE BEST KNOWN NAME IN STERLING 
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A prospective 
Augusta bride 
chooses her 
sterling flat. 
ware pattern 
with the aid 
of H. W. Fowler, 
manager of the 
Rogers store. 


Long-Range Program Insures 


Constant Silverware Sales 


TERLING flatware sales are “leading the way” at 
Rogers Jewelers, Augusta, Georgia, under an inten- 
sive sales promotion program which H. W. Fowler, man- 
ager, introduced early this year. 

Rogers Jewelers, while doing a highly satisfactory 
volume on diamonds, watches, costume jewelry, and other 
lines, had, like many other credit stores, been “missing the 
boat” for years from a sterling flatware standpoint, ac- 
cording to Mr. Fowler, until the present program was 
adopted. During last winter, the store made a thorough 
check on “average sales” and found a noticeable dis- 
crepancy between sterling flatware volume and _ other 
standard departments. Anxious to corral as much pros- 
pective bridal business as possible, Mr. Fowler deter- 
mined that the most logical solution lay not only in 
extending pattern choice in open-stock china and stem- 
ware, but in building up a reputation for sterling flatware 
as a “starting point.” 

Accordingly, Rogers Jewelers are now engaged in a 
long-term merchandising program which involves many 
angles. First, the number of patterns carried in sterling 
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by R. L. ATKINS 


flatware has been increased from less than 10 to more 
than 38. While there are still some shortages in sterling 
flatware, Mr. Fowler believed that Jure, 1947, was a good 
time to get started, and he has made arrangements for 
respectable deliveries of all patterns which will be arriv- 
ing in larger amounts each month of the year. 

Second, to create a “flatware reputation” from the out- 
set, Rogers Jewelers have gone on the air, with a twice- 
weekly radio program on Tuesdays and Thursdays, titled 
“Musical Gems.” Run at 7:45 each evening, the program 
consists of classical music designed to catch the ear of 
the more discriminating housewife and contains three 
commercials of one minute each, devoted to sterling flat- 
ware. In addition to listing the lines carried, timely 
suggestions, etc., part of the commercials will be devoted 
to “table setting tips’ which Mr. Fowler believes are 
highly necessary. 

Third, with sufficient stock arriving to make it possible. 
the store in mid-July ran the first full-page newspaper ad 
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H. W. Fowler. manager of Rogers 


Jewelers. Augusta, Ga.. believes 


that silver merehandising depends 


primarily on coordinated effort. 


on sterling flatware in its history. Thirty-eight patterns 
were shown—the store’s entire list—in a full-page, half- 
tone advertisement which included a cut of every pattern, 
a frank explanation of the store’s entry into the sterling 
flatware field, and a promise that Rogers Jewelers will 
attempt to maintain the largest open-stock sterling flat- 
ware inventory in the city. Incidentally, the sterling 
flatware inventory in July was in excess of $3,000 and 
it is planned to increase it to much more than that as 
rapidly as possible. 

In addition to the opening full-page ad, six column ads 
will be run from time to time the year-around on from 
six to eight leading patterns. “Our opening ads, run in 
two newspapers, were designed to hit every potential 
customer solidly at least once,’ Mr. Fowler said. “The 
first ad, of course, was designed to catch bridal attention, 
but we do not intend to limit ourselves in any way to 
merely selling prospective brides. We will use followup 
ads of 1/3 page regularly, split between several nation- 
ally-advertised brands, and incorporating display cuts of 
both single pieces and complete place settings.” 

Able to get complete franchises on leading sterling 
flatware brands, the next step at Rogers Jewelers has 
been to devote an entire window to flatware, showing 
12 sterling patterns at a time. These are changed from 
week to week, with descriptive signs which give the his- 
tory of the particular pennant, and tie in with the prestige 
of the manufacturer. 

Inside the store, one floor case and one knee case are 
devoted to sterling flatware, and a wall case to corres- 
ponding sterling hollowware, which, incidentally, Rogers 
Jewelers suggest simultaneously. 

With these basic points established, Mr. Fowler then 
went into more personal promotion. “We have all sales- 
people in the store busy building a mailing list,” he 
explained. “The mailing list will be composed of people 
who have accounts with us, or who have responded to 
newspaper or radio ads, or who are willing to give us 
their names and addresses. For example, we are asking 
for the name and address of every cash customer, explain- 
ing frankly that we want to use it for direct mail, and 
have had surprising co-operation all the way. To each 
of these names, on a regular monthly schedule, we will 
mail folders on sterling flatware. In addition, as soon 
as Augusta newspapers announce the engagement of an 
Augusta girl, we will follow up with more personalized 
folders which offer her a choice of 38 sterling patterns, 
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Advertisements of this sort were designed, 
according to Mr. Fowler, to hit every 
potential customer solidly at least once. 


plus china, glass, and other gifts. When the bride-to-be 
comes in, if she wishes, we will publicize the pattern she 
has chosen. However, it has been my experience that it 
is unwise to commercialize on anything as sacrosanct to 
the engaged girl as her wedding. Therefore, we leave the 
decision entirely up to her.” 

All records for both the mailing list and bridal pattern 
selection are maintained in a complete Kardex file, which 
refers chiefly to sterling flatware, rather than bridal sell- 
ing, according to Mr. Fowler. From this file, the store 
mails beautiful bride’s books to all prospective brides, 
whether they visit the store or not, making this handsome 
cift a part of the store’s direct mail program on sterling 
flatware. 

One feature of the direct mail program, plus over-the- 
counter contacts, is the selling of the serving pieces and 
additional individual pieces which have not been available 
for the past five years to enable the owner to fill out her 
set. Rogers Jewelers have bent every effort to secure 
such items as cold meat forks, sugar shells, iced tea 
spoons, gravy ladles, and other pieces which many sets 
are lacking. ‘“‘We’re considering making up a separate 
stuffer which will be circularized among our entire mail- 
ing list,” Mr. Fowler said, “on the theory that the ability 
to pick up these extra pieces will help to bring customers 

(Please turn to page 310) 
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. In July, 1946 we announced it as a firm pol- 
. icy of The International Silver Company 
. that we would not raise prices in spite of 
: the fact that increases were justified by 


much higher costs of silver, labor and other 
supplies and materials. 
We stated at that time— 





“We have decided on this policy because 
we believe that the interests of the 
industry will be better served by keep- 





ing prices down than by raising prices, 
: however -well justified the increases 
. may be. 
: “We have great faith in the future of 
: the silverware business and it is our 
: . firm opinion that the bright prospects 
for silverware can be enhanced and 
: prolonged by keeping the prices of our 
; product well within the reach of the 





: : buying public. 
“Furthermore, we think that this pol- 


September 22, 1947 
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we are hor 
raising prices 








icy will better enable the silverware 
dealer to meet the competition of other 
products for the consumer dollar, and 
we feel that if volume can thus be 
maintained at substantially present 
levels, profits at each stage of distribu- 
tion will continue to be satisfactory.” 


Notwithstanding the contagion of price 
increases in other products and further 
substantial increases in the cost of our 
own merchandise, we have not raised prices 
of any of our nationally advertised, price 
maintained lines during the fourteen 
months since that announcement. 

Now, we think it timely to reaffirm this pol- 
icy and to assure you that we do not plan 
to raise prices of International Sterling or 
any other International product during the 
balance of this year. Furthermore, it is our 
intention to continue this policy as far as 
possible into the future. 


The International Silver Company 


Meriden, Connecticut 
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Tasteful display 
of sterling, as 
in this window, 
has had much to 
do with success 
of Loly's store. 


Permanent Sterling Window 


Builds Reputation tor Store 


Loly’s, Anaheim. 
Calif... turned a 
war-time shortage 
of plated ware into 


a name for quality. 


by WALTER B. SHAFER 


ae URING the war it was impossible to secure 


plate, so we began an intensive campaign to 
induce the buying of sterling,” said Victor G. Loly, one 
of the oldest and best known jewelry firms in Anaheim. 
Calif. “We acquired such a reputation that now we are 
known as The Sterling Silver Store, and the greater part 
of our store is devoted to featuring this line. 

“In a town of this size (about 10,000), due to our 
long establishment, we naturally know practically all of 
the responsible citizens, and can talk to them personally, 
a great advantage over the jewelers in large cities. Peo- 
ple have more money than ever before and can afford 
silver of which they have long dreamed. We carry five 
of the best known, nationally advertised lines, and ad- 
vertise them constantly through newspapers, bill boards. 
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Another of Loly's sterling displays was heightened by 
adding hollowware, flowers and chests as ‘props. 


and window displays. One window is always devoted 
to a display of sterling silver, the setting being fre- 
quently changed to suggest silver for special occasions 
such as weddings, anniversaries, birthdays, Easter, Moth- 
er’s Day, and Christmas. Two big billboards on the high- 
ways leading into the city display chests of flatware and 
urge the purchase of sterling—the heirloom silver. In our 
newspaper ads we feature the satisfaction of possessing 
this beautiful ware, the distinction it adds to the house- 
wife’s table, the knowledge of how much it will be ap- 
preciated as a wedding gift, the fact that it will be 
cherished as an heirloom. Wall cases filled with sterling 
hollowware, and glass cases holding chests and individual 
pieces of flatware are the first things to meet the eye 


(Please turn to page 312) 
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.--FOR HOLIDAY SELLING! 
HOLLOW WARE by POOLE 


The Poole line of silver plated hollow ware is perfect for selling at any time, but it has 
exceptional appeal for gift selling. Its dignified beauty, its craftsmanship and fine material 
all make for satisfaction—by the recipient and your customer. Make sure your stocks are 


complete with the entire Poole line. 
Pictured above is Poole’s Silent Butler #3810 








POOLE SILVER CO., INC.- TAUNTON : MASS: 


NEW YORK SHOWROOM ° 366 FIFTH AVENUE, NEW YORK 1, N. Y. 
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The Ad-Viser 


- ° ° Direct Mail Advertising 


by IRVING SETTEL 


Ninth in a series of articles designed to help the 


retail jeweler plan and direct his own advertising. 


OR the retail jeweler, direct mail advertising is an 

extremely important medium. Many successful busi- 
nesses have been built by employing this mode of pro- 
motion almost exclusively. Others have utilized direct 
mail to supplement newspaper and radio advertising. In 
every case, it has proved to be a substantial business 
getter. Its importance cannot be overemphasized. Let us, 
therefore, probe into direct mail advertising to see what 
makes it tick. 

Basically, direct mail consists of any advertising mat- 
ter which is sent through the mails directly to potential 
customers. The message may be carried in the form of 
postcards, letters, leaflets, booklets, folders, broadsides or 
catalogues. In contrast with other media such as news- 
papers, magazines or radio, direct mail is not accom- 
panied by any “interest” or editorial material. Its suc- 
cess depends upon its own merits and its biggest com- 
petitor is the wastepaper basket. The recipient must be 
attracted to the mailing piece immediately or the costly 
advertising becomes scrap. Even with this important 
obstacle, direct mail possesses some very intrinsic ad- 
vantages, most important of which are as follows; 

1. Direct mail costs are more flexible than the costs 
of other media. You can spend as little or as much as 
you desire. 

2. Direct mail can be used with a minimum “waste” 
circulation. The advertiser selects the list of prospects to 
whom the piece will be sent. 

3. Direct mail advertising results can be checked ac- 
curately. Each recipient is known by the sender and 
can be subjected to various types of copy approaches. 
This means that after testing, advertising matter can be 
improved. 

4, The advertiser controls his direct mail circulation 
as to amount, distribution and quality. He establishes 
and maintains his own list. He can send a personalized 
message and can devote more space to the recipient’s 
individual problems. In other words, he can sell his 
jewelry products in terms of the customer’s specific de- 
sires and needs. 
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Probably the most important element in successful 
direct mail advertising is the list or the names to whom 
the pieces are directed. It is the advertiser’s task to 
establish his own list, upon which depends the success 
of his campaign. 


BUILDING THE MAILING LIST 


Obviously just any list of names would not serve too 
well as potential jewelry customers. For example, you 
wouldn’t direct a mailing piece offering an expensive 
diamond ring to children. Their interest in such an item 
would probably be negligible and their purchasing power 
practically nil. You wouldn’t choose a list of unemployed 
bricklayers for similar reasons. You would desire a list, 
however, of persons possessing the purchasing power and 
potential desire for your product. 

Building a good list is not a difficult job. It requires 
however, rigid adherence to certain basic rules which 
are listed below. 

1. The Names Must Be Potential Customers. The 
people on the list must be logical prospects for the items 
of jewelry advertised. The recipient must be in a present 
or future position to adopt the ideas you are trying to 
impart. 

2. The List Must Be Up-To-Date. Most people are in 
constant state of flux. They are always moving. They 
eet married. They have children. They die. A good list 
changes with similar regularity. 

3. The List Must Be Accurate. One of the surest ways 
to antagonize a customer is to misspell his name or call 
him “Mrs.” instead of “Mr.”. When you are gathering 
your list, it is essential to get correct information as to 
the spelling and other details. This, too, must be kept 
up-to-date to insure its accuracy. 

4. The List Must Be Complete. It should contain com- 
plete data which will enable the advertiser to know his 
prospects well. If possible, a list should contain age, sex. 
education, financial status and any other pertinent in- 
formation which can be obtained. 

(Please turn to page 312) 
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Turn this page for a trade preview in 


“THE COSMOPOLITAN POLL” 
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DHE 


of the 
Nation’s 


Best-Selling 


Christmas 


Gift Items 


GE “MORNING STAR’”’. Illuminated 
electric alarm with translucent ivory 
plastic face. Snap the switch and you 
also have a handy night light. 


SPEIDEL MING TAI. The watch 
bracelet with “‘custom ends” that trans- 
form any lady’s watch into an exciting 
fashion-piece. $9.95 retail (with tax). 


ANSCO SPEEDEX with f:4.5 anas- 
tigmatic lens; accurate set-and-release 
shutter; and adjustable focus. Makes 
12 pictures 214” x 214” on 120 film. 
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COSMOPOL 
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COMMUNIT SILVERPLATE. 
Available in complete services for eight. 
Left to right—Morning Star, Lady 
Hamilton, Milady, and Coronation. 





HASK tching tum- 
blers. Available in a variety of outstand- 
ing designs. Trays and tumblers both 
handsomely gift-packaged. 


CROTON AQU 

More accurate than hand-wound 
watches. Water-proof, dust-proof, shock- 
resistant. $59.50, tax included. 


TOWLE STERLING Place Setting. 
Modern or traditional patterns in life- 
time solid silver. Beautifully crafted. 
6-piece place setting, moderately priced. 


HAMILTON WATCH. One of the dis- 
tinctive Lady Lancaster series, exqui- 
sitely set in diamonds and platinum. The 
finest in timekeeping accuracy. 


2 


VOLUPTE “HIGH TIDE”. New con- 
pact in gold-toned metal with sculptured 
waves, about $5 retail. Powder Baby 
(miniature compact) about $3. No tax. 





REVERE EIGHT ‘70’ MAGAZINE 
CAMERA. Simplest to load and oper- 
ate. F:2.8 Bausch & Lomb lens. Retails, 
$127.50, tax included. 


<< Check your stock 


of these items. 


<< All will be in great 
demand this month 


and next! 
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AN POLL’ 


WALLACE STERLING “Rose Point’’ 
bowl. Lacy design and delicate open 
work treatment on beautifully fluted 
form. Retails at $60. 


Ran ee : ee 


LONGINES “PRESIDENT BUCHAN- 
AN”. A new watch in 14K gold 
embodying all the latest improvements 
in Lengines watch making technique. 


GORHAM STERLING CANDLE- 
STICKS. Distinctive, authoritative de- 
sign in sterling. Gadroon ornament, 
bright finish, 1014 inches high. 


BOUDOIR BEAUTY by Elgin Ameri- 
can in engraved silver finish. ‘‘Venus’’ 
dresser set, $30. ‘‘Harmony” musical 
powder box, $17.50. Both tax-free. 
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HOLMES & EDWARDS Youth, Dan- 
ish Princess and Lovely Lady... with 
the exclusive sterling inlaid feature 
that keeps it looking lovely longer. 


ce ee ett = 
HUGHES “MALE-KIT”’. Luggage-tan 
zipper case of pliable plastic includes 
sturdy mock tortoise shell hair brush 
with nylon bristles—plus accessories. 


K 

» 
Se 
DK 
>> 

% 


BRETTON “QUEEN”’. America’s most 
popular ladies’ expansion watch band. 
Worn by more famous watches than 
any other band. $10.50 retail. 


* te, ® 2 7” i BS 


nee Pet = a pe stos stan snag 


WATCHES BY PARKER in exclusive 
““Blonde Gold.’’*The first new watch 
color in years. Bracelet styles for men 
and women, $49.75, tax included. 


SETH THOMAS “BAXTER”. Just the 
clock for a busy man’s desk or a narrow 
mantel. Solid mahogany case. Polished 
brass sash and base. Electric. 


eo Fags nite: 

. 3». ; BS. $ 
SPP OGL 
& eS >> 


ADMIRAL RADIO-PHONOGRAPH. 
Model 7C73 with Miracle tone arm, the 
greatest improvement in record play- 
ing since the phonograph. AM-FM. 


“GUILDCRAFT” by National Silver. 
The creation of fine silverplate has 
reached perfection in Guildcraft. ‘‘SSome- 
what costlier... but so much finer.” 
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Co-ops Deprive U. 8. Treasury 
Of $3 Billion in Taxes Annually 


Second and econeluding part of an article discussing tax inequity 


between cooperatives and private enterprise; loopholes in existing 


laws permitting “‘co-ops”’ to eseape their share of the tax burden. 


Part If=The Consumer Cooperatives 


ONSUMER cooperatives have achieved virtual ex- 

emption by legalistic legerdemain through the 
courts. Congress, with rare wisdom, and: in the face of 
pressure groups, has stubbornly refused to place con- 
sumer cooperatives in the category of tax exempt cor- 
porations. But the courts have repudiated this con- 
gressional wisdom by allowing cooperatives to escape 
income taxation through the device of patronage _ re- 
funds. While in theory the unallocated savings and re- 
serves of consumer cooperatives are taxable, in practice 
nearly all escapes taxation in the form of patronage re- 
funds. What would be equally ludicrous, if it were not 
so unfair and painful to the American taxpayer, is that 
patronage refunds as defined by the courts, are not 
usually refunds at all. The word “refunds” has been tor- 
tured to include the issuance of shares of stock and 
promissory notes with long maturities. That is to say 
that if a cooperative wishes to escape taxation, which 
is nearly always the case, and at the same time wishes 
to hold on to its funds for expansion and growth, it 
need merely pass out pieces of paper to its patrons printed 
in the form of shares of stock or bond certificates. No 
private corporation can escape taxes that way; in fact 
the income would be doubly taxed, once in the hands of 
the corporation and then again as dividends when dis- 
tributed. But this tax loophole through which consumer 
cooperatives escape taxation, provides some fancy tax- 
free-wheeling for patrons. Not only does the income 
of the cooperative escape taxation by distributing some 
paper in mock obeisance to the principle of patronage- 
refund distributions. But a free-tax pass is given to the 
patron-recipient. He is not taxed on the income under 
the tenuous assumption that the distributions he received 
are mere readjustments of the billing prices. 


ARE THE DISTRIBUTIONS REALLY INCOME? 


. 


Legally, the answer is “no” for the courts have so 
held. But common sense viewing reality emphatically 
says “ves.” The income of the consumer cooperative 
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by DAVID B. CHASE 


springs from the application of management and labor 
to capital exactly as in the case of the private business 
entity. The economy as a whole furnishes the milieu 
from which these profits are derived. For furnishing and 
protecting this economic environment we all pay taxes. 
But the cooperative escapes them. So does the patron. 

Consumer cooperatives are generally compelled to sell 
at the prevailing market price or else their patrons will 
stray from the fold. The market price is the competitive 
price fixed by large numbers of competitors who have 
to pav taxes: The cooperatives, which escape these taxes, 
can stay in business—at great social cost to all of us— 
even if they are less efficient than their competitors. The 
market price, fixed to yield a reasonable margin of profit 
to those who engage in these business activities, also 
yields a return to the cooperative. When distributed to 
patrons the tax is escaped. Thus the cooperative can 
compete successfully. even though it may be less efk- 
cient, simply because it can escape a heavy item of cost 
—the income tax. The large patron-consumer can well 
afford to forget about his small capital ownership in the 
cooperative for his non-taxable patronage dividends are 
based on the volume of his purchases and not his invest- 
ment. He can thus forego a good return on his small 
investment, which is taxable, for the larger non-taxable 
return he gets in the form of patronage dividends. The 
irony of it is that he can get another tax benefit, too, 
when he sells his investments in the cooperatives at a 
loss. 

In effect, the privileged tax status of the cooperative 1s 
tantamount to a monopoly privilege that goes untaxed. 
Neither are these monopoly profits taxed when they are 

assed on to the patron. One authority, a leading econ- 
b mist friendly to the cooperatives, Professor Stephen 
(Please turn to page 314) 
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STERLING 


Your CUSTOMER’S PRIDE in ownership of precious solid silver depends 








entirely on the beauty and craftsmanship with which the design is 


conceived and executed. 


The “Third Dimension Beauty” of Wallace Sterling expresses exquisite 
artistry in full-form sculpture ... each pattern is endowed with full body 


and complete form on the sides and back as well as on the front. 


This achievement of many decades of fine silvercrafting . . . solid silver 


with true third dimension beauty ... is exclusive with Wallace. 


IWALLIVGRORD, CONVECTICUT 
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DOOR-TO-DOOR PEDDLERS CAN BE LICKED 


(From page 276) 


your own area so thoroughly that there won't be enough 
business left for the canvassers to make their operations 
profitable.” 

During the war the activities of these canvassers were 
necessarily curtailed due to the shortage of silverware 
and, of course, in many cases, so was the jeweler. Now 
that the silver manufacturing companies are getting back 
into full production, these door-to-door salesmen are once 
more making themselves felt and the cries from the retail 
jewelers are becoming increasingly long and loud. 

However, not all jewelers are satisfied with sitting back 
and adding their protestations to the general tumult. 
Here and there are a few who are actively doing some- 
thing about it—and discovering that their efforts are 
paying a handsome profit, as well as making the going 
a lot tougher for the door-bell ringers. Take the case of 
Grunewald & Adams, 60 E. Congress St.. Tucson, Arizona: 

Arthur Grunewald considered every angle of competing 
with these door-to-door canvassers to the extent of putting 
a man or two on the outside himself to represent his store. 
After reflecting on this plan he decided that since this 
house-to-house canvassing is the highest cost type of sell- 
ing known and since he would have to develop a high- 
powered sales organization and selling talk to successfully 
carry it out, that there must be other, less costly means 
of putting over his own campaign. He found that by 
offering the public an easy way to obtain sterling silver 
and letting them know about it through advertising, they 
would jump at the chance. 

In a large six-column newspaper ad showing some 30 
patterns from five manufacturers. Mr. Grunewald an- 
nounced his Sterling Silver Club Plan. Centered in the 
ad was a reproduction of a letter on Grunewald & Adams 
stationery addressed to Mr. and Mrs. Tucson, reading 
as follows: 


“This announcement of our Sterling Silver Club 
Plan will be a pleasant surprise to you. Now, at 
last, you may possess your own sterling silver— 
something you have wished for—something you 
will cherish. Our plan requires an investment of 
only 33 cents a week—pin money resulting in a 
prized possession. Sterling silver never wears out. 

“This club plan enables you to choose patterns 
recognized and approved by the Silversmiths Guild 
of America—reliable and everlasting. No off brands 
or discontinued designs are included. You'll find 
our quality sterling nationally priced—the same as 
in New York, San Francisco, or Emporia, Kansas. 

“Just 33 cents a week—not one penny extra for 
the convenience of this plan—starts a sterling estate 
for you! The greatest names in sterling—Gorham. 
Towle, Wallace and International combined with 
the dependable reputation of Grunewald & Adams 
is your assurance of protection in pattern, quality 
and price. 

“This letter is your invitation to join our Sterling 
Silver Club Plan. Please stop in and let us explain 
more of its advantages and how it works for you.” 


The plan works as follows: The customer selecting her 
(Please turn to page 306) 
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Raphael’s, Seattle, Wash.. 
guards against future price 
ehanges by being extremely 


eareful when buying now. 


(Right) Nathan Sulman, manager of 
the silverware department of the 
Raphal store, checks over inven- 
tory on shelves. (Below) Frank 
Raphael, owner, seen discussing 
credit terms with new customer. 


Se Se 








NVENTORY control and credit control are the two 

biggest problems retail jewelers will have to contend 
with in the forthcoming year, according to Horace L. 
and Frank Raphael, owners of Raphael’s Jewelry Store. 
1323 3rd Avenue, Seattle, Wash., since 1910. 

Keeping up one’s volume without loss of tight control 
over inventory and incurring credit problems, is the big- 
gest set of problems they expect to face immediately and 
the Raphaels have set out to secure that tightening con- 
trol in their own store operation. 

Their first step has been clamping down with a rigid 
set of rules to govern their buying on today’s market. 

“Never in our experience has it been necessary to be 
as careful in buying as it is today,” observes Frank 
Raphael. “Just a few months ago we could afford to be 
careless and still come out all right because people would 
buy almost anything at any price. 

“Business conditions are still very good out here in the 
west but they are not that good. Customers are not only 
examining prices more closely but are demanding a great 
deal more quality than ever before. And that’s exactly 
what we have to do in our own buying—stop grabbing 
for anything we can get our hands on and return to the 
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Inventory Must Be 






Paced By Selling 


by EVERETT FOSTER 


old price and quality standards. It’s either that or the 
jeweler will go broke, for there’s no question but that 
you cannot move low quality merchandise at high prices 
anymore. 

“And on this same point we have to be constantly on 
guard against future price changes. None of us can 
afford to buy merchandise at a price which may take a 
sharp drop within the next six months unless we can 
move that merchandise within six months. We’re buying 
almost as much in dollars today as we ever did but we're 
buying much closer to actual sales. To us it seems wisest 
to buy nothing at today’s market prices that cannot be 
sold completely in less than six months.” 

The problem of maintaining business volume in the 
face of greater inventory control, price resistance and a 
tighter control over credits, is also a big one. 

“All of us are going to have to be a great deal more 
choosey about the customers to whom we grant credit,” 
Frank Raphael points out, “Credit will be the best selling 


(Please turn to page 315) 
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and... 

it’s a 
national 
tradition 

to tie in with 


National Nierling 


@ November advertisement in the pace-setting, sales-making National Nierling Campaign... 
Watch for full page National Sterling ads in House and Garden, Bride’s Magazine, 


Vogue and Harper’s Bazaar. Plan your tie-in now. 
& P y 


® Your best prospects for fine silverware will soon see powerful, selling 

messages for National Sterling in leading national magazines. And your 

National Sterling franchise will mean more sales, more new customers than ever. 
Take full advantage of this demand-building advertising by building your gift 


season promotions around this great name in sterling. 


NATIONAL SILVER COMPANY 
Business founded 1890 


NEW YORK * CHICAGO * DETROIT * DALLAS * MIAMI *e ATLANTA ® LOS ANGELES * SAN FRANCISCO * PORTLAND (ORE.) 
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City Trade Associations 


Mainly Social In Nature 


RGANIZATIONS in the jewelry business exist, gen- 
erally speaking, for one of two reasons. Either 
they are dedicated primarily to bettering trade condi- 
tions, achieving objectives commonly desired by the 
membership, solving trade problems, etc., or else they 
exist for social reasons. This is not, by any means, a 
hard and fast rule—but the exceptions tend to prove it. 
The first three installments of this history have been 
concerned, mainly, with the first type of jewelry trade 
organization. Groups of a national character, and those 
of a state-wide nature, both originating late in the Nine- 
teenth Century, were primarily concerned with the seri- 
ous problems confronting the industry. True, a certain 
amount of sociability permeated these groups, particularly 
at state and national conventions. But by and large it 
remained subordinate to the primary purposes of the 
various organizations. 

For the concluding installment in this history of or- 
ganizations in the jewelry trade we turn, now, to a con- 
sideration of city groups which are largely (though not 
exclusively) social in nature. 


NEW YORK HOROLOGICAL 


As was pointed out in the initial article in this series. 
the Horological Society of New York rates the distinction 
of being the oldest jewelry trade organization in the U. S. 
to survive to the present, having been organized in 1866. 
three years before the founding of THE JEWELERS’ 
CIRCULAR-KEYsSTONE. Although started, originally, as a 


Back in 1906 (as at present) New York's Maiden Lane Outing 
Club held "the old suds" in high esteem. So high, as a 
matter of fact, that for a number of years the organization 
held its summer day of fun at the Staten Island Brewery. 
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combination social-technical group, meeting in taverns 
at the end of the week to discuss problems of the craft. 
the organization became, in time, primarily concerned 
with problems of the horological craft. 

The names and firm connections of the original officers 
of the Deutscher Uhrmacher Verein (as the New York 
Horological was originally designated) have not survived 
to the present time. However, the current officers include: 
J. J. O’Shaughnessey, president; Otto Ross, vice-presi- 
dent; Henry B. Fried, executive secretary; Paul G. Roth, 
recording secretary and Frank Knoll, treasurer. Trustees 
include Henry J. Morriss and Foster H. Brown. Charles 
K. Johns, I. Liemer, Frank C. Stewart, Dr. Karl Vogel 
and Henry B. Welch are members of the executive com- 
mittee. 


CHICAGO ASSOCIATION 

The Chicago Jewelers’ Association, which appears to 
be the second oldest of the city groups in the jewelry 
trade, was also formed more for business than sociable 
reasons. Organized on May 11, 1874, the group had as 
its original purpose the exchange and furnishing of credit 
reports to members, as well as the handling of collections. 
Until 1904. the association performed this work, at which 
time it was decided to discontinue and turn files, records, 
credit reports. etc., over to the Jewelers Association and 
Board of Trade (now the Jewelers Board of Trade). 

Announced objectives of the Chicago Jewelers Asso- 
ciation are to foster trade and commerce among members. 
reform and correct trade abuses, promote a more en- 
larged and friendly intercourse and insure united action 
wherever the interest of its members is concerned. The 
Association’s Good and Welfare Committee has done a 
phenomenal job in prosecuting jewelry trade crooks and 
bandits and preventing crimes. 

Current officers of the organization include: Charles G. 
Brown, Stein & Ellbogen Co., president: John M. Biggins, 
Elgin National Watch Co., vice-president; Francis V. 
Healy, Goldman, Allshouse and Healy, secretary, and 
Mead Montgomery, treasurer. Directors include: James 
M. Clifton, A. C. Becken Co.; Harold R. Johnson, R. 
Wallace & Sons Mfg. Co.; Alvin N. Long, J. R. Wood 
& Sons: Herbert Jacobs, Forstner Chain Corp.; Jack 
Allen, F. H. Noble & Co.; Marshall Spies, Spies Bros.: 
Leonard Lewy, Lewy & Goodman Co., Coby Knight, the 
Ball Co., and David E. Newman, D. E. Newman Co. 


BOSTON JEWELERS CLUB 
In the year 1888 a few gentlemen, then the members 
of the leading wholesale dealers or jobbers of the jewelry 
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industry in Boston. conceived the idea of organizing, 
believing that through occasionally getting together soci- 
ally a more harmonious situation could be created and 
maintained. Thus on April 3, 1888 the Boston Jewelers’ 
Club came into being. 

No one person is entitled to the credit for its growth 
and prosperity, but from this small beginning the several 
presidents and executive boards have built up an organ- 
ization which now has as its members the presidents, 
executive heads, owners or representatives of the leading 
jewelry and silverware manufacturers, wholesalers, job- 
bers and retail jewelers of New England. 

During the 55 years of its existence, the achievements 
of the club, and the excellence of its annual banquets and 
outings, have become well-known throughout the industry. 

Present officers of the Boston Jewelers Club are as 
follows: J. Gould Cook, A. Stowell Co.. president; Allen 
Davidson, Thomas Long Co., vice-president, and Ells- 
worth W. Read, Kettell Blake & Read Co., secretary 


treasurer. 


MAIDEN LANE OUTING CLUB 


The first organization in the jewelry trade to be formed 
exclusively for convivial reasons was New York’s Maiden 
Lane Outing Club which originated, informally, in 1900. 
Early club activities are lost, to some extent, in the mists 
of the past, but it is known that as early as 1906 the 
organization’s annual outing was held at the Staten Island 
Brewery. For nearly thirty years, as a matter of fact, 
the outings were held on Staten Island (though not neces- 
sarily at the brewery). 

Although dedicated. primarily. to one event each 
year—the annual outing in midsummer—the Maiden 
Lane Outing Club has, since 1925, held a wintertime 
banquet as well. 


Billy Ward, George Fry and Frank Soames were amono 
the original founders of the Maiden Lane Outing Club, 

News items concerning the MLOC invariably refer 4, 
Jerry Grant, secretary of the organization, as “perennial” 
and not without good reason since he has held that post 
since 1924. Other current officers include Andy Ander. 
son, Ripley & Gowan, president and Arthur J. Tuveri, 
JEWELERS’ CIRCULAR-KEYSTONE, vice-president. 


NEW YORK 24K CLUB 
The Twenty-four Karat Club of the City of New York 


came into being through a circumstance not generally 
known. Every four years some of the city’s leading 
jewelers participated in the Republican campaign and. 
after the presidential election of 1900 this so-called 
Jewelers Republican Club had a surplus from the cam.- 
paign funds which was used to give a banquet to those 
in charge of the work. This get-together proved so 
pleasant and successful that the club decided to form 
an organization which was at first called the Eighteen 
Karat Club and, in 1902, was incorporated as the Twenty- 
four Karat Club. 

With membership limited to 200 members carefully 
selected from the industry the organization has, from the 
outset. striven to foster and promote ethical standards in 
the jewelry industry. Social functions sponsored by the 
club include an annual beefsteak dinner. an outing held 
in the spring or summer and, as the culminating affair 
of the year, the annual banquet, usually held in January 
for members and their guests. 

Officers of the Twenty-four Karat Club of New York 
are: William B. Ogush, Wm. B. Ogush, Inc., president; 
P. M. Fahrendorf, JEWELERS’ CIRCULAR-KEYSTONE, vice- 
president; Alan L. Brown, Alpheus L. Brown, Inc., secre- 


(Please turn to page 317) 


NEW YORK'S 24 KARAT CLUB BANQUET IN 1909 


Since the organization's founding in 1900 the annual banquet of the 24-Karat Club of the City of New York has been one of 
the high spots of the year for members of the jewelry trade. The 1909 banquet, pictured above, was held at Delmonico's. 
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|. The new lucite case for Imperial simulated pearls makes 
a doubly-attractive Christmas package. Single strands, ala- 
baster base, with 10K gold clasp retails at $15. Also in 
double and triple strands. Imperial Pearl Syndicate, New York. 


2. New Rima "Cleopatra" ladies’ watch has rounded 
crystal, gold-filled flexible bracelet, 17 jewel movement. 
From the Rima Watch Company, 608 Fifth Avenue, N. Y. 


3. Again available, famous Imperial Nun's watch has 17 


jewel movement, white enamel dial with black numerals, 
sterling silver case. Retails for $32.50 plus tax. Bayer, 
Pretzfelder & Méills, I! East 48 Street, New York, N. Y. 


4. This beautiful ladies’ 14K gold ring attractively set with 
center opal and circled with matched zircons retails at $120. 
From Church & Company, 2 Garden Street, Newark, N. J. 


5.""Brownie-Lite” flashlight is only 2" long and !/2" in diam- 
eter. In sterling silver, engraved, plain or ornamented with 
key rings, name tags and other attachments. From $2.50 to 
$4.50. Brownie Mfg. Company, 195 William Street, New York. 


6. 14K gold, engine-turned compact features inner door 
which keeps powder from spilling out. Priced at $350, Key- 
stone. From Capri, 13 East 47th Street, New York, N. Y. 
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House Beautiful 
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Mey ni New 


1. New addition to the “Pin-Klip" line of Swank, Inc., 
Attleboro, Mass., is this personalized version of the clip 
which gives the clever illusion of piercing the wearer's tie. 








2. This three-piece men's set is from Golden Weave line 
of Anson Products, 24 Baker St., Providence, R. |. Gold 
plated, the set retails for $5.50, plus tax, attractively boxed. 


3. These. Walt Disney character rings for children, made 
by Ostby & Barton, Providence, R. |., are of sterling and 
feature the well known characters Mickey Mouse, Donald 
Duck, and Pluto in oval or cushion shapes. $1 retail. 


4. Novel spiral wound, hand-assembled flexible bracelet 
and necklace in 1/20 12K gold filled on nickel. Made in 
yellow or pink and green gold combination by the Rhythm 
Jewelry Company, 405 Broome Street, New York 13, N. Y. 


5. Men's jewelry set by The Hadley Co., 297 Dexter St. 
Providence, includes cuff links, collar clip, tie clip, money 
clip, belt buckle and watch chain, all in a simulated leather 
mirrored jewelry box. The set sells for $20 retail plus tax. 





6. Unusually massive men's sterling identification brace- 
let features heavy soldered links. Made by Admark, 714 
Sansom St., Philadelphia, Pa. Style shown $18 Keystone. 
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for 


(Sp ycegtina selling... display these famous 


brand gifts advertised in 


Esquire’s twin holiday issues 


You'll cash in on the big holiday buying ahead when you 


December Issue — Out November 7th 
January Issue — Out December 5th 


Esquire — “Gift Guide of the Nation” — will feature this 
exciting array of gift ideas in the colorful December and 
January gift-packed issues. The issues more than 6,000,000 
liberal-spending Esquire readers explore for the best in 
gifts-to-give for men — for women — for alll! 


display these gifts, feature these names in your Christmas 
windows, on counters, and in your Yuletide ads. For extra 
selling power, write to these famous makers for tie-in promo- 
tional material. Get ready today for Christmas selling. You'll 
profit more when Esquire’s 6,000,000 gift-shoppers buy—and 


give, the famous brands advertised in Esquire’s Holiday Issues! 


N MEN’S JEWELRY (D) INKOGRAPH PENS (D) INITIALLED KEY CHAIN (DJ) SCHULZ WATCHES 
(D) — Fane sac inhaawagh Co., tne. Namechain Corp. Schulz Watch Co. 
ENCIL D) JENSEN GIFT JEWELRY (D) ULYSSE NARDIN WATCH (D) GOLDEN KNIGHT WATCHBANDS 
(D) nn se ca aes - Georg Jensen Inc. Ulysse Nardin Corp. Pec a WATCH BRACELETS 
D) KESTENMADE WATCH BANDS (DJ) OLLENDORF WATCHES eee nee 
(0) en on ” Kestenman Bros. Mfg. Co. Ollendorf Watch Co. (J) eae 
potiite Corp. 
D) BRETTON WATCH BANDS (J) JEWELRY (DJ) LORD ORFORD LIGHTER 
” Bruner, Ritter, Inc. Kingdon Creations Oxford-Pyke Inc. (0) a hee 
(D) BULOVA WATCHES (D) HYDE PARK WATCHES (DJ) PARK LANE RINGS (D) FASHION promi 
Bulova Watch Co. Emil Leichter Watch Co. Park Lane Rings, Inc. Levis Stara Ca 
(D) CARTIER GIFT JEWELRY (D) PACKARD ELECTRIC SHAVER (DJ) PARKER ‘’51”’ PEN y onan 
Cartier, Inc. Lektro Prod., Inc. Parker Pen Co. _ ey rata et phi my 
Colby Bernard S. Lippman & Co. A. H. Pond Co. Inc. WALLETS , 
(D) CONCORD WATCHES (D) LOUIS WATCHES (DJ) POST WATCHES Swank Ine. 
Concord Watch Co. Lovis Watch Co. Post Watch Co. (D) TAVANNES WATCH 
(D) CROSS “CENTURY” PENCIL (D) MANLEIGH MEN‘S JEWELRY (DJ) SILVER STALLION STATUES Tavannes Watch Co., Inc. 
A. T. Crass Pencil Co. Manleigh, Inc. Presidential Silver (DJ) TOURNEAU WATCHES 
(DJ) ROLLALITE LIGHTER (DJ) EXPANSION WATCH BRACELETS (J) PREST-O-LITE LIGHTERS Tourneau 
Alfred Dunhill of London Marvel Jewelry Mfg. Co. Prest-O-Lite (DJ) ORANGE BLOSSOM DIAMOND 
(DJ) ELGIN WATCHES (D) JUVENIA WATCHES (D) DURALITE LIGHTER Tr mrtg Cc 
Elgin National Watch Co. Erich H. Mehler Rayno Co. J pee asm E E 
(D) ETERNA AUTOMATIC WATCHES = (DJ) HAVALITE LIGHTERS (J) REMINGTON ELECTRIC SHAVER ” Volupte, Inc on 
Eterna Watch Co. of America Mission Metalcrafters Remington Rand, Inc. (D) WADSWORTH COSMETIC 
(D) EVANS LIGHTER (J) MOVADO WATCHES (DJ) LIGHTERS, CIGARETTE CASES CIGARETTE CASES 
Evans Case Co. Movado Watch Agency Rexon, Inc. Wadsworth Watch Case Co. 
(D) EVERSHARP PENS, PENCILS (DJ) OMEGA WATCHES (D) RITEPOINT PENCILS (D) WAKMANN WATCHES 
Eversharp, Inc. Normon Morris Corp. Ritepoint Wakmann Watch Co. 
(DJ) FLEX-LET EXPANSION WATCH (D) MATHEY-TISSOT WATCHES (D) ROLEX WATCH (D) WELSBRO WATCHES 
BANDS Norman Morris Corp. Rolex Watch Co. Weissman Watch Corp. 
Flex-Let Expansion Prod. (D) MIDO WATCHES (DJ) ROLLED GOLD MEN’S JEWELRY (DJ) ART-CARVED RINGS 
(DJ) FORSTNER JEWELRY WATCH Mido Watch Co. of America Rolled Gold Platters Assoc. J. R. Wood & Sons, Inc. 
BANDS 
Forstner Chain Corp. 
(DJ) GRUEN WATCHES 
The Gruen Watch Co. 
(D) HADLEY WATCH BANDS 
The Hadley Co. 
(DJ) HAMILTON WATCHES 
Hamilton Watch Co. 
(D) HARVEL WATCHES 
Harvel Watch Co. 


(J) HELBROS WATCHES 
Helbros Watch Co. 





gift guide of the nation 





(D) HICKOK MEN’S JEWELRY, 
BILLFOLDS . ‘ 
Hickok Mfg. Co., Inc. D — advertising in the December issue 
(DJ) J — advertising in the January issue 


ELGIN AMERICAN COMPACTS, 
CIGARETTE CASES 


Illinois Watch Case Co. © Esq., Inc. 


DJ — advertising in the December & January issues 
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Yes, a piece of Poole Silver plated Hollow 
Ware will pull customers into your store. 


It’s designed for eye appeal and utility. 


We're proud to be wholesalers of the Poole 
line because we know that when you stock 
it, you'll have satisfied customers and 
repeat sales. 

Our stocks are complete. We’re at your 


service with the Poole line and a wide range 


of fast moving jewelry store items. 


Pictured above is the Poole Vacuum Ice 
Tub No. 3300 to retail at $27.00 (plus 
tax). Your cost is $16.20. 














MORRIS BRETT & COMPANY 
12 East 46th Street 
New York 17, New York 
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DOOR-TO-DOOR PEDDLERS CAN BE LICKED 
(From page 292) 


pattern, pays only 33 cents per week for each place set. 
ting of six pieces. She may buy only one place Setting at 
a time or as many as she feels that she can carry on 
this plan, and a down payment is optional. Silver may be 
taken home immediately and the customer is not obliged 
to come to the store to make payments as the ste 
may be selected, ordered and paid for by mail. 

“Of course,” says Arthur Grunewald, “a club plan of 
this type is nothing new, but I believe the timing js 
particularly appropriate in view of the inroads the house. 
to-house canvassers have recently been making in the 
retail jeweler’s market in sterling silver. If every jeweler 
in the country were informed of the plan and used it, j 
should go a long way toward solving the problem of this 
form of competition. We, at least, have proved that it 
really gets results. 

“Tt was curious to see that the customers the ads brought 
in were not the type of persons that one would ordinarily 
expect to purchase sterling silver,” says Mr. Grunewald, 
“They were middle class housewives, young women busi- 
ness executives, receptionists in doctor’s offices, etc. — 
people that always wanted sterling but never took the 
plunge. Ninety or ninety-five per cent of the customers 
had already picked out the pattern that they wanted be- 
fore they even stepped into the store. So it was just a 


rling 





New Book on Sterling Flatware 


Jewelers will find a helpful promotional and selling aid 
in the new book that has just been issued by the Sterling 
Silversmiths Guild of America. 

Titled “The Story of Sterling,” this profusely illus- 
trated little volume sets forth in both word and picture 
the “correct” table setting for every social occasion, show- 
ing the various items of flatware and their uses, and pro- 
vides the housewife with complete directions for the 
proper care and use of her sterling. 

A section that will be of especial interest to the artis- 
tically or decoratively minded traces the development 
of silver flatware design and decoration from its earliest 
beginning in the days of ancient Egypt down through 
the various historical periods with their various char- 
acteristic motifs to the handsome pieces that grace the 
table of even the average household today. 

Another useful feature is the glossary of silverware 
terms for the enlightenment of the customer who may 
have been puzzled as to the meaning of such words as 
“repoussé” or “engine turning” or “butler finish.” 

In short, this little volume is a well thought out and 
handsomely executed piece of informative literature for 
the prospective customer that should be a good thing for 
the retail jeweler to present to his potential buyers of 
sterling flatware. Printed on high grade coated paper 
and profusely illustrated, it is substantially bound in 
heavy cardboard. The list price is 50 cents per copy, but 
only 25 cents to the trade, with even lower prices for 
quantity orders. It would make an excellent handout to 
prospective brides. 

For further information, write the Sterling Silversmiths 


Guild, 551 Fifth Ave... New York. 
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A New Sales Builder 






TRADE MARS 


order now for 





immediate delivery 
for GIFT SELLING? 





Here’s a brand new opportunity to ring up extra sales! Modern 
as tomorrow—here to make sales today—the Venus-Ray compact 
is ideal to feature during the Christmas season. It’s the modern 
vanity—open the case and a tiny light snaps on, making it so easy 
to apply lipstick and powder smoothly! This revolutionary com- 
pact has already made a hit with thousands of women. Model 


illustrated, $6.00 (no tax). Others, $10 to $500. 


LOOK AT THESE PLUS FEATURES: 


*K Neatly fitted with lipstick refill ease and perfume vial 

+ Handsome metal case in a variety of finishes 

*K Beveled edge mirror *K Lamb’s wool puff 
*«K Beautifully gift boxed 


NATIONALLY ADVERTISED IN THESE MAGAZINES 
TO STIMULATE CHRISTMAS BUYING 


LIFE e LOOK e NEW YORKER e ESQUIRE e FORTUNE e CHARM 
MADEMOISELLE e VOGUE e HARPER’S BAZAAR e CUE e GLAMOUR e SEVENTEEN e HOLIDAY 


SPOTLITE CORPORATION © 155 West 72nd Street, New York City 
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matter of explaining our club plan to them and urging 
them to take four or eight place settings where they 
might only take one.” 

Proof of the success of the plan is related by Mr. Grune- 
wald who states that, “After the first few days when our 
sales were tremendous, it has leveled down to a steady 
flow of customers anxious to do business with an old- 
line concern that offers the same or more advantages than 
the house-to-house canvasser. Proof of the value of this 
way of selling is shown by the fact that we have sold and 
delivered over 310 place settings of sterling in the first 
nine days of the offer.” 

A lot more jewelers could do the same. 

Another jewelry firm that is doing something on its 
own to compete successfully with the house-to-house can- 
vassers is Rosenzweig’s, of Phoenix, Arizona. 

Newton Rosenzweig of that store has drawn up a tabu- 
lation in which are set forth in parallel columns the 
specific facts on each of the principal points of interest 
to the consumer in the purchase of a set of sterling 
flatware, and has furnished each sales employe of the 
store with a copy of it as well as posting it in the silver- 
ware department. 

The tabulation shows graphically how in every respect 
the established local retailer offers the consumer better 
value and service than the door-to-door canvasser— 
specific facts and reasons which are far weightier in the 
consumer’s mind than all of the sweeping generalities or 
conversation about patronizing local merchants, “keeping 
business in your own home town,” and so on. 

Here is Mr. Rosenzweig’s analysis: 


COMPARISON OF "DOOR TO DOOR" WITH OUR STERLING 


Pattern Selection 
Delivery 


WV eight 


Price Place (3 patterns 
Set (I ° 
Table spoon 
Butter knife 
Cold Meat fork 
Sugar spoon 
Charge or Budget Accounts 


Opening new accounts 
Payment of accounts 
(Local handling of account 
makes for flexibility) 
Matching Hollowware 
Adjustment Service (when new) 


Engraving Service 


Other Selling Points 


Door-to-door 
organization 


4 
10 days 
(or more) 
Unknown 


24.70 
26.70 
8.45- 9.10 
6.30- 6.85 
10.20-10.70 
4.60- 4.95 
5% service charge 
on entire amount 
(This may mean 
10% or more on 


total payments) 
10 days 
(or more) 
To separate 
finance agency 


None 
To factory 


Unknown 


Retail 
Jeweler 


20 or more 
Usually 
from stock 
Standard 
or heavier © 


22.50 up 


6.75 up 
4.50 " 
8.00 " 
4.20 "' 
Same as 
cash 
price 


24 hours 
(if local) 
Locally 
by store 


Some 
patterns 
At once 

(if in stock) 
Available 
locally 


Local store more likely to have continued interest 
in customer, not only to fill-in pattern, but to sell 


other merchandise. 


Outside selling depends on 


one person who may leave job, necessitating cus- 
tomer forming new contract through another 


salesman. 


Or if agency discontinues office, then 
all future dealings would be through mails. 


As every jeweler is naturally concerned with his own 














Since 1875 


THE AMERICAN PLATINUM 


231 NEW JERSEY R.R. AVE.,. NEWARK 5, N. J. 
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THE RALEIGH TABLE SET 
(Illustrated) 
Completely Silver-plated Table Lighter (Style #66) 
$10.00 retail; Cigaret Container (Style #77) $5.00; 
Tray (Style #88) $3.00—plus tax. 


OTHER GIBSON MODELS 


Style #11—The REGENCY—A sculp- Z 7 
tured showpiece in Bedrara Onyx. ZW 
About $17.50. As 


ZZ 
ZS> 
Z\\ | 
ty L 
Write Dept. K2 —for illustrated brochure describing other 
distinguished Gibson models in polished leather, onyx and 


silver-plate—all designed at the .luxury level—all priced to 
meet popular demand—all unconditionally guaranteed. 


Style #22—-The Gibson GOTHIC Octa- 
gonal base of imported Bedrara Onyx. 
About $15.00. 


EA 





\ 





te 
CY 


118 East 28th Street 
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Matchless 


ibson 


AUTOMATIC TABLE LIGHTER 
Preferred by 


Discriminatin g Customers 


SMART DESIGNS — Whether 
in Silver-plate, Bedrara Onyx, or 
cross-grain polished leather, there 
is a matchless GIBSON for every 
type home or office. 


SIMPLE OPERATION 
— A push-button uncovers and 
lights up a ‘“‘lifetime’’ asbestos 
wick—in one operation. 


POPULAR PRICE— Substantial 
price reductions to consumers 
make GIBSON the best buy on 
the market today. 


WIDER PROFIT MARGIN TO 
RETAILERS — A Special 50% 
Trade discount. 





IbSON TABLE LI 





Patents Pending 


RKG 
GHTERS 


GIBSON PRECISION COMPANY, Inc. 








New York 16, N. Y. 
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community, this type of direct action offers the best Means 
of combatting this outside competition. In other words, 
if you do a better selling job than the house-to-house 
canvasser as you are better geared to do, and show the 
public the advantages of dealing with a reputable jeweler 
in their own town who actually has more to offer them 
than these canvassers, you are going to make it pro- 
gressively tougher for them to sell in your trading area 
and your problem is a problem no longer. 








LONG RANGE PROGRAM INSURES SILVER SALES 
(From page 280) 


in. I believe that we can harp on this subject success- 
fully for several years to come.” 

However, all of these merchandising methods are value. 
less unless the personnel of the store is fully qualified to 
follow them up with intelligent presentation, according 
_to Mr. Fowler. Therefore, every employee has been put 
through an intensified training program, under which 
they are “educated to help educate the public.” “Many 
jewelers are likely to forget that very few girls know how 
to set a table properly unless they have made a special 
study of it,” Mr. Fowler said. “Therefore, we have made 
that the prime requisite of our training program. Every 
employee is required to read a series of booklets and 
pamphlets which we have secured from our sterling flat- 
ware manufacturers, asking them to give us the benefit 
of all publications on the subject. Our employees have 
' attended luncheons with manufacturer’s representatives. 
_and have taken complete courses in sterling flatware ar- 
| rangement, history, etc., sponsored by the manufacturers. 
_I have read each of these myself, and have made up a 
quiz whereby I can readily test the knowledge of any 
salesperson. If for any reason the knowledge is not 
properly absorbed. the employee must take up the sub- 
ject again, until she can answer any type of question 
without hesitation. We want the employees to know why 
a pattern was designed, where the silver comes from. 
where the manufacturer is located, how large he is, how 
many designers are on the staff, etc. We teach our em- 
ployees that the first sterling flatware was beaten from 
silver coins, that specific patterns have a place in history. 
etc. In other words, we have trained our personnel so 
well that each is able to romanticize sterling flatware far 
and away above its mere eye-appeal.” 

Although plans for the next point are not complete. 
Mr. Fowler hopes to arrange some system whereby repre- 
sentatives of Rogers Jewelers may get outside the store 
to lecture to home economics or “marriage” classes, on 
sterling silver table settings. 

“There are a lot of changes coming up at all times 
which makes for interesting lecture material.” he sug- 
gested, “not only on sterling flatware. but on china and 
glassware. For example, we have been advised by manu- 
facturers that there are certain changes in table settings. 
such as where the butter spreader used to be laid above 
the service plate at right angles to the other pieces, they 
should now be placed on the bread-and-butter plate, and 
the spoon on the saucers next to the cup. with coffee 
services. Little facts of this type are of intense interest 














| to voung girls who are soon to be married, and they will 
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Polaroid’* 





Polariscope 


FOR JEWELERS 


~ 
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PHOTOGRAPH SHOWS GEM STONE PRESSED INTO 
BEES-WAX AND IN POSITION FOR EXAMINATION 


This instrument designed especially for the 
jeweler has a large field, making it possi- 
ble to examine large uncut stones, and 
even stones mounted in rings. 


For ordinary use, the stone is pressed 
into a wad of bees-wax which holds it on 
the base in position for examination. The 
stone, in the bees-wax mount, is then ro- 
tated through the movement of the knurled 
tring. This rotation will cause the doubly 
refracting gem to lighten and darken four 
times on a complete revolution. 


Glass, spinel, garnets and diamonds are 
the only important singly refracting stones 


and these remain dark throughout the 
rotation. Synthetic spinel, however, fre- 
quently is strained, and such strain shows 
up in the ordinary polariscope in the form 
of shadows and light spots. In this instru- 
ment such strain appears as brilliant tints 
of blue and yellow identifying strain in 
spinel immediately. In the true doubly re- 
fracting stone the color of the stone is un- 
affected. 


The beginner can tell at once, without 
any danger of confusion, the true doubly 
refracting stones from those which have an 
apparent double refraction. 


SEND FOR FREE LITERATURE 


*7T. M. Reg. U. S. Pat. Off. by Polaroid Corporation 


THE POLARIZING INSTRUMENT COMPANY, Inc. 


273 NORTH BEDFORD ROAD 
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ADVERTISED 
TO 58,000,000 
READERS 








FULLY AUTOMATIC 


STORMLITER 


1. Just press and 
there’s the 
flame for cigar 
or cigarettes. 








FEATURED IN: 


LIFE - COLLIER'S 
TRUE - SATURDAY 2 





- To light a pipe 


EVENING POST in oa 
LIBERTY ° PIC out tank. 


SPORT 


Steady Regens Advertising | in these 
leading national magazines means 
steady profits for you! 


SOLD THROUGH WHOLESALERS ONLY 





Sell Regens Yellow Flints For Best Results 





In Nickel, Chrome, 
Enamel or Etched Finish: 
$1.50 to $2.50 retail. 


REGENS LIGHTER CORPORATION 
2 East 46th Street New York 17, N.Y. 


lh it's a REGENS, it LIGHTS/ 














appreciate the store which passes along authoritative 
worth-while information.” 
Rogers Jewelers is convinced that while some stores 
have been successful in selling complete table settings, the 
place setting is the best method to get newlyweds started 
on sterling purchases. “This doesn’t involve too large a 
tieup of needed funds at the outset,” he said, “and while 
we will sell either way, we much prefer to start off with 
a couple of place settings. To insure a fast turnover, 
place settings will be heavily emphasized in window dis. 
play, newspaper advertising, radio and personal contact 
An “automatic re-order” or minimum stock quantity has 
been set for every type of sterling flatware carried, usually 
averaging three place settings of each. Under this auto. 
matic re-order basis, a modified form of perpetual inven. 
tory will keep stocks at par and help this overall sterling 
flatware expansion program to achieve success. 





WINDOW BUILDS REPUTATION FOR STERLING 
(From page 282) 


as one enters the store, occupying the front positions on 
both sides of the entrance. One chest of flatware is shown 
on top of the case—to gratify the penchant most people 
have for wanting to handle anything they admire. 

“We go after the trade of the brides, keeping an eye 
out for all announcements of engagements, and contact- 
ing the bride immediately, suggesting that she come down 
to pick out her pattern. This is entered on a card, with 
the number of pieces purchased by her parents. Her 
friends soon learn of her choice, and when they come 
in to buy a gift we are able to tell them at once what 
she already has, and thus avoid duplication. 

“Every woman wants to have sterling silver, but so 
many feel they cannot afford it. To these we suggest a 
six-piece, one-place setting, which can be paid for in 
cash, or at the rate of $2.00 per month. Any pieces de- 
sired can be selected, but we suggest for a well balanced 
set—a knife, fork, teaspoon, salad fork, cream soup 
spoon and butter spreader. If the patron desires a larger 
initial set we offer a service for four, at $8; for six, $12; 
for eight, $16 monthly payments. When satisfactory refer- 
ences are furnished, no down payment is required, and 
there are no carrying charges. Silver purchased in this 
way is better for the jeweler than if purchased outright, 
as it calls for numerous visits to the store, during which 
many items are seen that suggest themselves as wedding, 
anniversary or birthday gifts, and the original sale is 
thus augmented.” 





THE AD-VISER 
(From page 284) 


5. The List Should Be Free of Duplication. In gath- 
ering lists from separate sources, it is important that 
there is no duplication of names. If one person receives 
two identical mailing pieces, the effect of both may be 
lost entirely. 


GATHERING THE NAMES 
Mailing lists can either be built er bought. There are 
companies in existence which specialize in compiling and 
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selling lists. You can buy a list of names in practically 
any desired quantity and grouped in many varied cata- 
gories. You can purchase names of people in your own 
town listed according to income bracket groups, neighbor- 
hoods, educational qualifications, etc. Remember, how- 
ever, that “canned” lists can be obtained by anyone who 
is willing to pay the price . . . and that includes your 
competitor. “Home made” mailing lists, though more 
dificult to obtain, are usually more effective, for they 
represent a more carefully selected group of people whose 
names make up a list available to no one else. 

For the retail jeweler, opportunities to build an excel- 
lent mailing list in his own store are great. Following 
are a list of convenient sources: 

1. Charge account customers whose names and ad- 
dresses you already have in your account books. 

2. Present and past cash customers. Salesmen should 
take the time to write down all necessary information 
with each purchase. 

3. Answers to advertisements soliciting mail orders. 
The use of a coupon at the bottom of your newspaper 
advertisement will facilitate the ordering and give you 
the information you desire. 

4. Names of friends submitted by established cus- 
tomers. Inexpensive gift items offered for each name 
submitted will stimulate action. 

5. Names from newspaper announcements of births. 
engagements, weddings, graduations, etc. 

6. Municipal records of licenses and permits usually 
available at the city hall of your town. 


7. Payroll lists of local companies, sometimes available. 

8. Convention rosters, membership lists of commercial, 
professional and social clubs. 

9. The main and classified sections of local telephone 
directories. 

10. The exchange of lists with non-competitive but 
allied retailers. Jewelers can often find an effective list 
in the possession of a neighboring furniture or hardware 
store. 

The chief precaution to remember in the use of direc- 
tories is to guard against the use of out-of-date books. 
It often takes months to compile a printed directory and 
during this period many changes may occur. 

The compiling of an effective direct mail list, though 
not too difficult a job, requires care, patience and re- 
sourcefulness. | 
CLASSIFICATION OF LISTS 

After the names have been gathered in sufficient quan- 
tity it is wise to give thought to the information which 
has been compiled. Correct classification will keep your 
list alive and accurate. Most important is to divide your 
list into “active” and “inactive” groups. After subjecting 
your “active” customers to a predetermined number of 
mailing pieces, unresponsive names should be transferred 
to the “inactive” file. This will keep your list alive with 
customers who react favorably to your selling appeals. 
Other possible groupings include marital status, age, 
financial ability, etc. 


MAINTAINING THE LIST 
Both the careful gathering and the accurate classifica- 
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$6.00 Keystone 





Three piece set $6.50 Keystone 
Also available in two piece sets 





Feeding Spoon $2.50 Keystone 


SILVERSMITH 





BABY STERLING SILVERWARE 





Heart shaped Rattle 





Napkin Holders large size $2.50 Keystone 
Smaller size $2.00 Keystone 


Illustrations approximately one-half actual size 
Attractively boxed in transparent boxes 
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tion of your lists are almost useless unless these names 
are continuously maintained. Data changes will ocey; 
from time to time. These changes should be noted. Aq. 
Wf GNI FICEN7 dress changes are probably most frequent. Changes jp 
eT ee / marital status rank second. Intelligent “direct” adver. 
VL WY ta fy Mb Ve tisers diligently inspect their lists, making frequent 
PAT changes. Care and patience in the tending of a “liye” 
lf RNS list will pay off in huge dividends. 
*, Next month, we'll talk about the various forms of direct 
\ mail pieces and the methods of creating them in the most 
effective manner at the lowest possible cost. 


ees 


j | j CO-OPS DEPRIVE U. S. OF $3 BILLION YEARLY 
1° (From page 288) 


Enke, of the University of California, says in an article 
addressed to professional economists: 

“In terms of real economic cost there appear to 
be no general reasons for supposing that a coopera- 
tive is more efficient than a private distributor. If 
a consumer cooperative does charge lower prices 
than its approximate rivals, the cause is less likely 


FIDDLE 





eippLe. EDWARD vil s acenaead @ . to be differences in costs than a rare willingness to 
SHELL pass on potential monopoly profits.” 
This unusual grouping of related designs, which we AN ILLUSTRATION OF TAX INEQUITY 
call our FIDDLE-BACK patterns, is being featured To point up the tax inequity caused by the ability of 
in national magazines. Ask our salesmen about coop- the consumer cooperative and its patrons to escape taxa- 


tion let us set forth a simple illustration. We will com- 
pare the cases of an individual, a partnership, a corpora- 
PRANK SMITH SILVER COMPANY, GARDNER, MASS. tion and a consumer cooperative engaged in the same 

business at the same level. We shall assume the coopera- 
tive escaped taxation—via patronage dividends. This 
assumption is realistic for the latest figures show that in 
1944 earnings of these cooperatives were $814 million 
of which $8 million was disbursed in real or paper pa- 
tronage refunds. 


erative counter displays and literature. 
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: Partnership 
Individual 2 Partners 
(2 Exemp- 2Exemp- Corpora- Coopera- 
tions) tions tion tive 
Net Income . .$102,000 $102,000 $102,000 $102,000 
Income Tax .. 64,800 50,958 40,800 None 


Net Income 


Largest Manufacturers of = after Taxes.$ 37,200 $ 51,042 $ 61,200 $102,000 
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Sterling Silver Deposit Ware with 
non-Tarnishable Rhodium Finish. 


Also Gold Decorated, Enamel Color Decorated, Hand Cut, and 
Hand Carved Glassware and Drinking Accessories. 


Also Unusual Giftware of 


Chromium and Glass Brass and Copper Combinations 
Lucite and Glass Superior Silver Plated Ware 


NATIONAL SILVER DEPOSIT 
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Executive Offices and Showrooms 


44 WEST [8th ST.. NEW YORK I], N. Y. 
BRANCH SHOWROOMS 


CHICAGO LOS ANGELES 
1555 Merchandise Mart 527 West Seventh St., Room 1104 
BOSTON PORTLAND, ORE. 
Parker House, 44 School St. 49! Guardian Bldg. 
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In addition, the stockholders of the corporation will 
have to pay additional taxes of roughly $10,000 upon 
distribution, depending on the brackets they are in. 
The cooperative escapes taxation merely by issuing $102,- 
000 in stock or long term bonds. 

Reference to the above figures will readily show that 
the cooperative is in a favored spot. It can plow back 
its capital and grow rapidly compared to private organ- 
izations and business. That is exactly what is happening. 


GROWTH OF CONSUMER COOPERATIVES 


Under the protective umbrella of freedom from income 
taxation the consumer cooperative can grow and expand 
at the expense of even its more efficient competitor. When 
tax rates were low the competitive efficiency of the pri- 
vate competitor kept the cooperative in its place. That 1s, 
it had to be as efficient as its competitors to survive. But 
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that no longer is the case. High income tax rates have | 


given an insuperable handicap to the competition of the 
cooperatives. 

The number of consumer cooperatives 1s growing rap- 
idly, their membership multiplying by leaps and bounds. 
Their combined purchasing power gives rise to regional 
and district wholesale cooperatives which in turn begin 
to develop cooperatively owned producing and fabricating 
businesses. Vertical integration is becoming increasingly 
common. All these have the blessing of tax advantage 
so that they can and do crowd out competition of the 
most efficient producers. Even the great unions—includ- 
ing the C.I.O. and A.F.L.—with their increasing power 
and wealth are studying the consumer cooperative idea 
with an idea of launching out in that direction. From 
these seeds great oaks can grow that may doom the com- 
petitive economy as we know it. A new kind of monopoly, 
protected by government, is springing up. 

In 1944 retail distributive and service associations 
alone did $568 millions of business—an all time high. 
Regional and district wholesale associations supplying 
them did a business of $155 million more. Cooperative 
factories produced goods valued at $65 million, twice 
the amount of the previous year. 

Here is the record of growth—not a growth based on 
efficiency or low cost service—but a growth directly re- 
sponsible in large measure to tax privilege. That priv- 
ilege is doubly costly for it deprives the public of com- 
petition of more efficient producers, and it cost the 
Treasury huge loss in revenues not only from the coop- 
eratives but from the competitors who might have been. 


TREND—RETAIL DISTRIBUTIVE COOPERATIVES 


Number of Members Amount of Business 
Organizations (Tens of Thousands) (Millions of Dollars) 
1929 1,114 18.6 $ 49.0 
1936 3,600 67.8 182.7 
1939 3,700 92.3 211.7 
1940 3,700 98.9 228.3 
194] 3,950 116.9 345.2 
1942 4,025 121.4 398.5 
1943 4,150 135.9 466.8 
1944 4,286 152.5 557.0 





INVENTORY MUST BE PACED BY SELLING 
(From page 294) 


aid we have from now on out but unless we are most 
careful in its use it can break any of us.” 

Raphael’s are instituting a policy of thorough investi- 
gation of any credit application and close watch over 
collections. Investigations will not only entail the use of 
local credit bureaus and following through on specific 
credit references but also a check-up into the prospective 
customer's ability to pay and his other obligations. 

A much closer watch will be kept over all accounts 
also. A new store policy which will no longer permit 
lapses of payments is to be instituted and pushed vigor- 
ously except on first lapses of accounts. In such cases 
the reasons for the missed payments are going to be 
examined closely and if the problem is one beyond the 
control of the circumstances into which the customer has 
gotten himself. then an effort will be made to work out 
a solution to the problem. 

Habitual tardy payments are definitely out, insofar as 
Raphael’s are concerned, for they point out that the times 
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with gold name plate, 
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VALUE SCOOP! 





A rare “‘buy" in accurate 
time-keeping and smart 
styling at this low price. 
Rolled gold plate. 





Distinctively packaged in 
plush-lined box with ivory 
plastic cover bearing gold 
name plate. 
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ON CRYSTAL 





Gracefully designed, artistically decorated in 
Non-Tarnish Sterling Silver, this 7 inch Bonbon 
Dish is but one of many similar eye-catching 
items now available. Silver City has long been 
noted for Deposit Ware of unusual beauty— 
and for insistence on maintaining the highest 
standards of quality. 


Non-Tarnish Silver on Gleaming Crystal is 
much-in-demand. Be prepared to please your 
better customers with a wide selection. 


SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 
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ahead will be changing times with no one able to forecast 
how the future will affect a credit customer’s ability to 
pay. In such times the pyramiding of back payments of 
an account are extremely dangerous, they believe, and 
every effort will be made to keep a second lapsed pay. 
ment from occurring. 

Future credit controls will also call for more judgment 
in selling, they point out, because their past 37 years 
experience as credit jewelers has taught them that these 
are bad times in which to overload customers. Each 
credit account will be analyzed closely and store sales. 
people will be instructed to keep themselves posted on 
the condition of such accounts. Credit will not be granted 
beyond the ability of the customer to pay nor will any 
sales effort be expended to load a credit customer with 
additional merchandise until the account is almost com- 
pletely paid out. 

This firm has abandoned radio advertising for such 
sales efforts to obtain new accounts; they state that in 
several years experience they have found radio advertis- 
ing most effective for goodwill building and keeping the 
stores name before the public but of little value for such 
purposes as outlined above. 


“We recently ran a test on a nationally known toaster 
at $13.00 used as a leader to secure new accounts,” Frank 
Raphael told us, “and results of that radio promotion 
were terrible: we did not sell a single one. The same 
program put forth in newspaper advertising will move 
all you can obtain and line up the customers before your 
counters. 

“Our experience has been that radio has its place and 
so does newspaper advertising but when you try to mix 
them up you are only wasting money. From now on we 
plan to let radio advertising do the job of keeping our 
name before the public only; all of our heavy guns for 
pushing specific merchandise or developing new business 
will be fired through newspaper advertising columns.” 

Besides its regular newspaper and radio advertising 
this store uses a little direct mail. Its most effective pro- 
gram in this field is used once each year during which a 
series of letters are designed and sent, together with credit 
cards, to old customer lists and prospective customers. 
This is backed up by a letter at Christmas time (and a 
credit card) both of which are manually done and cost 
the store about 30 cents each . . . but gets big results 
because of their personal appeal. 

The program of boosting store volume also calls for 
a widening of perspective on the part of the stores sales 
staff. Every piece of merchandise that comes into the 
store must be examined, discussed and re-discussed by 
every member of the sales staff and he or she must have 
a complete knowledge of the merchandise, materials of 
which it is made, its utility value and its price. A regular 
program of discussion of stock in the store is conducted 
weekly by the Raphaels and ideas are exchanged back 
and forth by every member of the staff on the occasion 
of these meetings. 

Thus, this 37 year old Seattle jewelry firm is ready to 
adjust its methods of doing business to whatever chang- 
ing times may be ahead . . . “You can’t stay still in the 
jewelry business and keep seated” is the way Frank 
Raphael puts it! 
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CITY ASSOCIATIONS MAINLY SOCIAL 


iieteameaamt AVAILABLE FOR 


and W. Walters Schwab, J. R. Wood & Sons, 


tary, 
treasurer. 


MAIDEN LANE HISTORICAL 

The Maiden Lane Historical Society, as the name im- 
plies, is an organization somewhat different from other 
groups in the jewelry trade. 

In the year 1911 the romantic, historic and artistic 
characteristics of New York’s Maiden Lane (then the 
center of the jewelry business) struck the fancy of 
Edward Holbrook, president of the Gorham Co., and he 
was moved to donate an impressive and artistic memorial 
tablet celebrating the history of the street. However, 
since there was no individual or organization in existence 
to accept the tablet, a group of some 25 representative 
jewelers banded together, calling themselves the Maiden 
Lane Historical Society. A meeting was held at the 
Jewelers’ Board of Trade offices, M. D. Rothschild, 
president of that group presiding, and T. Edgar Will- 
son, editor of THE JEWELERS’ CIRCULAR, was -named 
temporary chairman. A committee was appointed to 


draw up a constitution and by-laws and, subsequently, Nest COTTON FILLED BOXES 
a committee was also appointed to arrange for the presen- ASSORTMENT...... 12 DOZ.$ () 
tation and installation of the tablet which was to be 
. ° 9 . . 

placed on the Silversmith’s Building. binee sie: es andineds 

On November 25, 1911, the tablet was accepted at 2 Doz. No.4 2% x 19/16 x 13/16 
elaborate ceremonies attended by numerous personages 4 Doz. No.6 3x 21/16 x | 

ee de. Sj be h 2 Doz. No.8 35% x 29/16 x I" 
outstanding in the trade. ince then, five other com- > Doz. Utility 34 x 3 x | 
memorative tablets have been installed by the group. | Doz. No. 10 4% x 3% x I, 
| Doz. No. 12 55/16 x 3% x I II/I6 

Current officers of the society are: Maurice Tishman, 

president; William I. Rosenfeld, Joseph D. Little, G. H. REGULAR $11.50 VALUE 


Imprinting $2.50 per Gross 


Niemeyer, Otto D. Wormser, Frank J. McCormick and 
Benjamin F. Biffar, honorary vice-presidents, and Charles 
A. Parker, secretary-treasurer. 


PAPER AND PLASTIC RING BOXES 


CHICAGO "GOLDEN ROOSTERS’ PAPER AND PLASTIC WATCH BOXES 
The idea of a “play organization” in the Chicago 

jewelry trade originated with John Warren, Fred Whitney pcnnelibass con: <Aesoamee: 
and J. A. Connor in 1921. They called an organization BRACELET BOXES 

meeting at the Hailton Club in February of that year LOCKET BOXES @ PEARL BOXES 
and the result was the formation of the Golden Roosters 
of Chicago, “Fine Feathers of the Jewelry Trade.” The 
meeting was attended by Oliver Artes, J. A. Connor, 
William Beckwith, Frank Moran, Jack Friedland, Martin 
F. Lenz, Walter Scott, Joseph Stein, Ray Thompson, 
John Wagner, Fred Whitney, Claud Wheeler, Guy V. 
Dickinson, J. C. Petersen, Cornelius Haugh, George 
Gubbins and Milton Hess, all of whom became charter 
members. Dedicated to “fun, frivolity and frolic” the 


group chose John P. Warren as Chanticleer, J. A. Connor $ 5. 
as Keeper-of-the-Nest-Eggs, and Claude Wheeler as > 4 Catalog yo. AA 
Scratcher. 


include a February dinner dance, a May frolic, a golf 
and field day in the summer and another frolic in 
autumn. Early in the history of the organization a more 5 North Wabash Avenue, Chicago 2, Illinois 
jane <a 

lous work was undertaken, that of providing funds to DIRECT FACTORY DISTRIBUTOR OF 


send deserving underprivileged boys to camp. As many ALL TYPES OF JEWELRY BOXES 
as 150 boys have been sent to camp for two weeks in a 


At present the organization consists of over 150 active = 
and on-resident members and regularly scheduled events ol acne {* ON12f2 ty 
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single summer through the generosity of the Chicago 
Golden Roosters. 

Current officers of the Golden Roosters include: John 
E. Friedland, Hart Jewelry Co., Chanticleer: Henry Vidt 
F. H. Noble Co., Keeper-of-the-Nest-Eggs, and Irving 


Jensen, National Jeweler, Scratcher. 


NEW YORK DIAMOND DEALERS 


Another city group organized more for business than 
pleasure is the New York Diamond Dealer’s Club. The 
purpose of the group, which was organized in 1931, was 
“to promote a more enlarged, friendly intercourse be. 
tween dealers in diamonds; to develop higher business 
ethics and eliminate unfair trade practices and to reform 
abuses affecting the diamond business.” 

Original officers of the association included Samuel] 
Kantor, president; Jacob Wagner, vice-president; Philip 
Horowitz, secretary and Harry Sigman, treasurer. Offices 
and clubrooms were originally located in the downtown 
jewelry district at 95 Nassau Street but during the war 
were moved uptown to 36 West 47th Street. , 

The club is affiliated with the International Federation 
of Diamond Clubs which facilitates the exchange of busi- 
ness data, credit information and domestic and foreign 
periodicals. 

Current officers of the club include Jack Sigman, presi- 
dent; Solomon Proujansky, vice-president; Solomon Joel, 
secretary and Nick Ray, treasurer. 


CINCINNATI TOWN CRIERS 
When the ANRJA held its annual convention in Cin- 


cinnati, O., in 1934, a number of men prominent in the 
local jewelry trade, many of them salesmen, decided to 
organize a definite group to entertain the visiting jewelers. 
Accordingly, the Cincinnati Town Criers was born with 
Cherry Fisher, Harry Greenwald Co., chosen as president. 

During the passage of time the organization grew in 
membership from an original 25 to nearly 100, the ma- 
jority of the members being salesmen. Jewelry firms in 
the Cincinnati area have observed that existence of the 
club has caused better feeling all around with less bitter 
competitive spirit prevailing. 

In addition to luncheon meetings, the organization 
sponsors a number of regular meetings each year. Red 
Cross and War Bond drives in the Cincinnati area were 
immeasurably aided by this group during the wartime 
period. 

Present officers include Larry Crouch, Wallenstein- 
Mayer Co., president; Clarence Loeb, Litwin & Sons. 
first vice-president; E. Paul Knight, J. P. Knight Co., 
second vice-president; Ralph Patterson, Albert & Siefert 
Co., third vice-president; J. Charles Hummel, Gerwe- 
Brown Co., secretary and Robert Hengehold, Rosfelder 
Bros Co., treasurer. 


JEWELERS CLUB, CHICAGO 


Originally organized as “The Jewelers Pittsfield Club” 
in 1936, after (the Pittsfield Building where its clubrooms 
were located) the Jewelers Club of Chicago assumed 
its present name in August, 1937. The purpose of the 
organization was, from the outset, primarily social, pro- 
viding clubrooms where members and guests might meet 
and discuss trade matters, dine, and amuse themselves 
in various ways. | 
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Three formative meetings at the Palmer House pre- 
ceded the actual organization meeting which was held 
‘7 the club’s rooms on January 30, 1946. Officers elected 
at the first actual meeting included Thomas G. McMahon, 
Thomas J. Dee & Co., president; John T. Montgomery. 
M. A. Mead & Co., vice-president; Louis Goldman, Gold- 
man, Allshouse & Healy, secretary, and Charles Brown, 
Stein & Ellbogen Co., treasurer. Credit for originating 
the idea of the club goes to Mr. McMahon. 

Present officers of the Jewelers’ Club of Chicago in- 
clude Sol Cogan, Manheimer Watch Co., president; R. B. 
Dehnert, Stein & Ellbogen Co., vice-president; Melvin 
Goldman, Goldman, Allshouse & Healy, secretary, and 
Herman Kraemer, Lossau & Kramer, treasurer. 

Anyone engaged in the jewelry field passing through 
Chicago is almost certain to find a wide business ac- 
quaintance and many friends assembled at the club 
quarters either talking shop, playing cards, billiards or 


pool, or eating. 


DIAMOND PEACOCKS, BOSTON 

Organized in January 1946 and holding its first frolic 
in April of that year, the Diamond Peacock’s Club of 
Boston, although one of the youngest “fun and frolic” 
organizations in the trade, is already well-known. 

Officers of the club, elected at the organization meet- 
ing include Vincent Chapman, Jewelers Board of Trade, 
Providence, president; John Macnamara, E. H. Saxton 
Co., Boston, vice-president; Robert Brennan, Speidel 
Corp., Providence, secretary-treasurer and Robert Abbott, 
Lowell, and Bernie Smith, Smith and Zaff, Boston, di- 


rectors. 


CONCLUSION 


Thus, we have traced (briefly in most instances) the 
origin and development of many of the principal jewelry 
trade organizations in the United States. Obviously, it has 
been impossible to relate in detail the histories of many 
of these organizations because of the limitations of space. 
However, it is felt that at least some notion of their 
growth and development in the past eighty-three years 
has been provided. 





Addition to Trade Group History 


Through an unfortunate misunderstanding Associate 
Jewelers, Inc., a national organization of precious jewelry 
manufacturers, was omitted from the second installment 
of the history of trade organizations which appeared in 
the September issue of JC-K. 

Associate Jewelers, Inc., was formed in New York in 
1919 by a number of manufacturers of precious gold and 
platinum jewelry. 

Among its purposes, as set forth originally, were “to 
promote the interests of persons, firms and corporations 
engaged in the manufacture of jewelry; to regulate and 
correct abuses which may arise in the trade, and to 
secure freedom from upjust and illegal exactions and 
demands.” 

One of the most important of the group’s avowed ob- 
jectives was “to bring about uniformity in the powers 
and condition of labor.” Since the year 1944 Associate 
Jewelers, Inc., has had in operation a model group in- 

(Please turn to page 328F) 
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The Suburbs 


Go to Town 


N the theory that people in the suburbs live there 

by preference and, by the same presents, prefer 
mostly to stay—and shop—there, Rinehart’s, jewelers, of 
Walnut Creek, California, has opened a store that sets 
a new high among suburban jewelry stores in design, 
color scheme, equipment and stock. 

Walnut Creek is eighteen miles from Oakland and 
shows small on the census reports among California com- 
munities but looms large in surrounding population al- 
ready resident there with more coming as rapidly as 
homes can be built. Here, on Main street, R. W. Rinehart. 
longtime partner of Davidson & Licht Jewelry Company, 
Oakland, has brought a completely modern, completely 
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The outside of the Rinehart 
store goes inside, thanks to 
the full visual front which 
makes the entire facade a 
showcase. Red Carrara wall 
is both outside and inside. 


"Sit-down" cases that invite 
leisurely and comfortable 
shopping are still high enough 
for men shoppers who prefer 
to stand. Part of photographic 
department is at the right. 


outfitted and stocked store that in a little over a month 
not only is the talk of the town, but evidently is an estab- 
lished institution there. 

On opening day twelve hundred visitors were attracted 
by the front, smartly recessed at an angle that conforms 
naturally with the property line and made fully visual so 
that the entire 16 x 90 foot store is in reality a large 
window display; explored the naturally departmentalized 
layout and admired the showings of all the leading lines 
not only of jewelry but of cameras and gifts. 

From the sidewalk, through the terazzo foyer and onto 
the tile floor, which shades from dark grey to deep black, 
the store in its entirety is a demonstration of modern 
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| i THE RAYELL CO., INC. 


MANUFACTURING JEWELERS 


THE NEW 

BABY LOVE LOCK 
BRACELET 

in STERLING SILVER 


To sell for about 


$ 1.98 plus tax 


A WINNER IF THERE EVER WAS ONE! 


First we gave you our baby identification bracelets, and the job- 
bers who carried this number manufactured by us did a bang-up job. 
Now we give you our new baby love lock bracelet in Sterling Silver. 
This Sterling Silver cloisonne lock is easily detachable and can be 
engraved on the reverse side with baby's initials. 


We also have in stock available for immediate delivery, Sterling Silver and 
Gold Filled baby identification bracelets and Gold Filled baby lockets. 


WRITE TO US FOR YOUR NEAREST JOBBER 


THE RAYELL CoO., INC. 


MANUFACTURING JEWELERS 
251 W. 40TH ST. e N.Y. C. 18, N. Y. 
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Desk-high silver 
display cases make 
selection easy and 
the open wall cases 
full of hollowware 
naturally suggest 
addition of a few 
well-chosen pieces 
which will complete 
the gift ensemble. 


color conditioning by T. H. Wetteland, outstanding San 
Francisco designer and colorist, who created not only the 
color scheme but styled the fixtures for the store as well. 

Through a Herculite all-glass door beside a display 
window that is literally thrust through a large Herculite 


panel, customers enter a store where associated naturally. 


are large stocks of jewelry, cameras and photographic 
goods, a fully set up repair department, an opticians’ 
examination room and office, a silver center, greeting 
cards and giftwares. Colors range from dusty blue along 


Greeting-card and giftware section is treated 
in different color scheme, thus standing out. 






































the wall dedicated to jewelry, to an English vermillion 
pilaster that starts the camera department against a 
chartreuse wall which is broken with a second vermillion 
pilaster to mark the beginning of the repair department. 
The latter is done with industrial grey on two walls and 
one, at the back of the store, of soft mulberry. Proceed- 
ing from there back to the front of the store: the opti- 
cian’s room is done in dusty blue and the wall that backs 
the greeting card and gift displays is finished in soft grey. 
(Please turn to page 328F) 


Rinehart Jewelers, Walnut 
Creek. Calif... feels that 
sinee suburbanites prefer 
living outside of the city 
they probably prefer to 


shop there, as well. 
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SUPERBLY STYLED 
HIGHLY FINISHED 
AN ITEM THAT WILL 
SELL ON SIGHT! 


ble cigar 


finished in solid Mahogany, Walnut, 


or Maple, and designed on a completely new 
electronic principle—just press the button, and 
bzzp——your light! You will want to be one of the 
first dealers in your community to meet the 
demand created by our national advertising cam- 


| . 


paign in Life, Saturday Evening Post. and Esquire! 
A in 


LIFE ¢ ESQUIRE ¢ SAT. EVE. POST 


5235 GRAND RIVER 
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lf ever there was a Jeweler-minded approach, this is it! 


Everv PRES-TO-LITE ad will carry a message designed to 


attract customers to your store—to see and buv! 


Distributors——]obbers—Dealers! Write now for full partic- 
ulars and be the first to cash in on this truly distinguished 


and revolutionary table lighter! 


Klectronic Lighter Ine. 
AVE. ¢« DETROIT 8, MICHIGAN 





1. New Lily-of-the-Valley design in sterling silver on I1'/2” 
glass plate; silver rhodium-finished to prevent tarnishing. 
By National Silver Deposit Ware Co., 44 W. I8th St., N.Y.C. 





2. Authentically costumed in Gay Nineties attire, this gay 
"Floradora" figurine is 914” tall, painted in 3 different 
color schemes; price $45. From Lenox, Inc., Trenton, N. J. 





3. Round, hand-cut punties decorate this gracefully curv- 
ing vase in Tiffin crystal glass (No. 5875). It is 8!/2” in 
height. Made by the United States Glass Co., of Tiffin, O. 


4. Ash trays in lead glass with beveled cuttings—rounded 
shape, 434” wide, retail $12; oblong, 5” long, $14 retail. 
From M. B. Daniels & Co., Inc., 31 West 27th St., N. Y. C. 


5 Suited either for store display or as re-sale item for 
home use, this pearl-shell case is priced at $10 Keystone. 
From Empress Pearl Syndicate, Metropolitan Building, L. A. 


6. Spode's “Cowslip" design, with its clusters of country 
flowers hand-painted underglaze, is on the Chelsea Wicker 
shape. From Copeland & Thompson, Inc., 206 5th Ave., N.Y. 
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eflecting the skilled 
craftsmanship which 
glorified the 
Renaissance but achieving 
new horizons in design 
CELLINI by Tiffin 
marks an epoch in the 
art of crystal. 





UNITED STATES GLASS COMPANY, TIFFIN, OHIO 
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|. Hand-painted designs—English coach, steeplechase, Dal- 
matian dogs, puppies, hunting dogs—decorate these new cig- 
arette sets in Bethwood Royal China; set includes box and 
two trays. From Beth Weissman, 49 West 23rd St., New York. 


2. Combined electric clock and picture frames—gold-plated 
and lacquered brass frames 1134” long; Catalin background 
in mottled colors, gilt numerals. Clock set by turning Lenset 
lucite disc. By Ansonia Clock Co., 103 Lafayette St., N. Y. 


3. Here are four etchings on four stemware shapes, includ- 
ing Willowmere, Chintz, Navarre, and Buttercup. Flatware 
to match. From the Fostoria Glass Co., Moundsville, W. Va. 


4. Italian pottery lamp in terra cotta, earth brown, tur- 
quoise; blond wood base, rope-trimmed fabric shade. Retail 


about $43. From Lightolier, Inc., || E. 36th St., N. Y. C. 


5. Versatile press camera, all-metal Ramlose 4x5 is covered 
with genuine leather, weighs only 6!/, pounds. It is distrib- 
uted by Garden & Williams, 3266 W. Pico Blvd., Los Angeles. 


6. Silver-plated on copper and lined with white Bakelite, 
these cigarette boxes are made in four compartments, price 
$7.50; and two compartments, $5. Available for Christmas 
selling from Dodge, Inc., 4401 East 6th St., Los Angeles. 
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FOSTORIA GLASS COMPANY 








Glassware, too rapidly cooled from work- 
ing temperature, is subject to stresses and 
strains within the glass itself. A sudden 
change of temperature, or even a gentle 
tap, and the goblet bowl is apt to snap! 

Our American competitive system, 
which thrives on quality, has brought 
about many costly improvements to 
assure that the beauty of handcrafting is 
not spoiled by careless annealing. 

The net of it is that today, American- 
made crystal excels not only in quality, 


am 


‘Ostoria 
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design and craftsmanship, but also in 
durability. 

You, as retailers, who have the final 
word at the point of sale are the arbiters 
of quality. As long as you insist on qual- 
ity, our American free enterprise methods 
will continue to be a symbol of those eco- 
nomic values which all of us want to 
maintain ... and to improve. 


MOUNDSVILLE, WEST VIRGINIA 
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|. The contemporary Chinese painter Ching-Chih Yee created 
this richly-colored decoration "Ma Lin," named for the 12th 
Century Chinese master. The design was recently introduced 
in dinnerware by Castleton China, Inc., 212 5th Ave., N.Y. C. 














2. Made by Vontury are these new porcelain cachepots with 
ribbon design against blue, green, or sepia background. In 
two sizes, 6” to retail for $3; 4!/”, $2. Immediate de- 
livery. From Herman C. Kupper, Inc., 39 West 23rd St., N. Y. 





3. California hand-forged aluminum gift pieces with bril- 
liant jeweler's finish which resists stains and acids. From 


Lockwood-Robin Corp., 3644 E. Slauson Ave., Maywood, Calif. 





4. One of a series of 32 designs in Vogue Vanities from 
England, this Persian Legend compact is 334" wide, retails 
at $8.50. From British Quality Merch., 1181 Bdwy., N. Y. 


5. Vitrified china breakfast set by Campo Del Mar in black | 
and white, gray and yellow, or green and chartreuse. Also | 
full dinnerware. From Worth Durham, 527 W. 7th St., L. A. 


6. There's a bell in the brass base of this new martini 
mixer, whose glass bowl is made in two sizes—48 oz., re- 
tail $17.50; for two cocktails, $10. Glasses to match, 6 
for $17.50. From Robert P. Pierce, Merch. Mart, Chicago. 
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EXCISE TAX RELIEF HELD UNLIKELY 


SINCE TREASURY'S REVENUE STUDY 





a ChainThreatens 
Competition to Jewelers 


Jewelry and other independent retailers 
are facing new competition from the grow- 
ing cooperative movement which is plan- 
ning to enter the department store field in 
a big way. The program calls for an ulti- 
mate 100 department stores throughout the 
United States, each with well-stocked jew- 
elry and other departments common to such 
retail outlets. 

Barring unforeseen developments, con- 
struction of the first store of the chain, a 
three-story building with 52,000 square feet 
of floor space, will be completed at Shirl- 
ington, Va., a suburb of Washington, early 
in January. It will open for business on or 


about March 1, 1948. 
MORE STORES SCHEDULED 


Nine more such stores, each equipped 
and stocked to do a $2,000,000 business, 
are scheduled for construction by January 
1, 1950. Ground has already been broken 
for the second unit at Providence, R. L., 
and the site has been acquired for the third 
at Irvington, N. J. 

Negotiations are under way for the 
establishment of a fourth unit at Scranton, 
Pa., where the movement is strongly sup- 
ported by the mine workers union, and still 
a fifth is scheduled for Chicago. Two ad- 
ditional stores are on the program for the 
metropolitan area of Washington with its 
population of 1,500,000 and relatively stable 
employment of government and _ service 
trade workers. 

This ambitious program is sponsored by 
the Consumer Distribution Corporation, 
founded more than a decade ago by the late 
Edward A. Filene, Boston merchant, who 
endowed it with $1,000,000. 

The Shirlington project is to serve as a 
pilot model for the chain of medium class 
co-op department stores, each to be capital- 
ized at at least $800,000. It was incorpor- 
ated under the name of The E. A. Filene 
Cooperative, Inc., and will derive its financ- 
ing from two sources. The CDC has con- 
tributed the initial $500,000 from the Filene 

(Please turn to page 333) 
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Jewelry Industry Tax Committee Feels H.R. 4259, 
Passed at Congress’ Last Session, Won't Pass Senate; 
Congress Expected to Concentrate on Major Problems 


It is extremely unlikely that the bill 
which was passed by the House of Repre- 
sentatives in the last session of Congress 
exempting from the Federal Excise Tax 
the first $25 of all jewelry sales (H. R. 
4259) will be reported out of the Senate 
Finance Committee. That is the considered 
opinion of the Jewelry Industry Tax Com- 
mittee, which bases its views upon the re- 
sult of numerous calls and interviews dur- 
ing the past month with various Govern- 
mental officials and departments having to 
do with taxes. 

It was repeatedly stressed, the announce- 
ment says, that the Senate does not wish 
to pass piecemeal legislation affecting ex- 
cise taxes but wants to consider them at 
one time, preferably in connection with the 
general revenue measure. 


WILL POSTPONE REVENUE MEASURES 


It is also believed that should a special 
session of Congress be called, it will con- 
centrate its attention upon only such major 
and immediate problems as the interna- 
tional situation and that consideration of 
revenue measures will be postponed until 
the regular session convenes after the first 
of the year. And when the question of 
revenues is considered, indications are that 
the first tax measure to be passed will 
probably deal with income tax rates and 
provision for community property tax. 

Moreover, the Treasury may be expected 
to present a united front to the next Con- 
gress in opposition to any proposal to elimi- 
nate excise taxes on jewelry. Nor will it 
be amenable to any suggestion that existing 
exemptions, now limited largely to differ- 
entials on watches and clocks, be broadened. 

This position is made clear in the De- 
partment’s recently completed study of the 
structure and operation of the four retail 
excises—jewelry, furs, luggage and toilet 
preparations. Jewelry taxes, by far, were 
the most lucrative. 

Jewelry excises alone produce as much 
Treasury revenue ($236 million for the 


a 
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fiscal year 1946-47) as the other three 
groups combined. Furthermore, taking the 
stand that with the exception of watches 
and clocks most of the jewelry items now 
taxed are luxury items, the Treasury sees 
no indication of reduced buying on the 
part of the public in the near future. 

As for exemptions or differentials, this is 
firmly opposed. A strong plea that excise 
exemption be granted on items up to a 
certain amount was made by the industry 
last June. Appearing before the House 
Ways and Means Committee on behalf of 
the Jewelry Industry Advisory Committee, 
Fred B. Dreifus declared: 

“Congress can exempt from an excise tax 
the first $25 of the retail selling price of 
any jewelry item, and thus provide relief 
for the largest masses of our people who 
must now pay a 20% tax if they purchase 
jewelry. Relief in this form would apply 
to all the smaller sales and would extend 
the same dollar amount of relief to the 
higher priced items—if Congress decides 
that consumers purchasing such items 
should pay a premium tax for spending 
their own money.” 


TREASURY OPPOSES PROPOSAL 


The Treasury opposes such proposals, 
however, on the grounds that not only 
would its revenues be decreased but that 
they would contribute to easier tax avoid- 
ance and tend to complicate administrative 
problems. Also, the study says, competitive 
inequities would result. 

“Under a price exemption,” the report 
goes on to state, “one of the more common 
methods of avoiding taxes is to split the 
sale into units. For instance, precious 
stones might be sold separately from mount- 
ings or silverware by the piece rather than 
by the set.” 

From the _ retailer’s standpoint, the 
Treasury says, for articles priced only 
slightly above the exemption level the sell- 

(Please turn to page 332) 
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“When Good Watchmakers Get Together...” 


The annual banquet of the UHAA held on Saturday evening, Sep- 
tember 13th, was highlighted by the address of Louis Y. Ballan- 
tine, Lt. Governor of North Carolina, who congratulated the 


1. Officers and members of the executive 
board of the National Association of 
Horological Schools took time out from 
convention business to pose for this photo. 
They are, seated, left to right: Tod New, 
vice president, American Academy of Horo- 
logy; Orville R. Hagans, secretary, Ameri- 
can Academy of Horology; William O. 
Smith, president, Western Pennsylvania 
Horological Institute, and Arthur T. John- 
son, treasurer, Philadelphia College of 
Horology. Standing, left to riaht: T. F. 
Watson, Houston School of Horology; For- 
rest Osborne, Southern College of Watch- 
making, and A. F. McGhee, New Jersey 
School of Watchmaking, all members of 
the executive board. 


2. Frank Mercer, Master of the Worship- 

ful Company of Clockmakers of England, 

and Orville R. Hagans, executive secretary 

and treasurer of the United Horological 

Association of America, were enjoying a 

smoke when the cameraman came along 
and snapped the shutter. 


3. Lt. Governor of North Carolina, Louis 

Y. Ballentine, waiting for the applause to 

subside after telling one of his amusing 
yarns. 


4. Shown attending the luncheon for of- 
ficers of the NAHS in the secretary's suite, 
are, clockwise, left to right: Tod New, vice 
president; Arthur T. Johnson, treasurer; Al- 
lan Clevenger, executive editor, American 
Horologist and Jeweler; William O. Smith, 
president; Orville R. Hagans, secretary; 
Miss Jo Neislar, assistant UHAA executive 
secretary, and back to the camera, Fred V. 
Cole, editor, JEWELERS CIRCULAR-KEY- 
STONE. 








fine work that it is doing. 
and humorous stories were all well received by his audience. Door 
prizes were distributed to a large number of those attending, 


association on the 








5. V. E. van Hoesen addressed the final 

session on Sunday, September [4th, and 

described the history of the development 
of the precision watch. 

6. Frank D. Urie, president of the Horo- 

logical Institute of America, extended the 

greetings of his organization to the UHAA. 


7. The annual dinner of the NAHS was 
featured by an address by J. S. Noffsinger, 





His anecdotes 





Director of the National Council of Tech- 
nical Schools, who discussed ways and 
means to enable the horological institutes 
to do a better job. 
8. Forrest Osborne, Southern College of 
Watchmaking, executive board member of 
the NAHS, shown delivering his annual 
report at the convention. 


(Photos by J. FE. Coleman, Nashville,Tenn.) 
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Jewels Will Predominat 
‘Lilybet's Weddin 
At ‘Lilybet's’ Wedding 

Princess Elizabeth’s all-white wedding 
gown will be set off by several pieces of 
exquisite jewelry. Her veil will be held 
in place by a elittering diamond coronet. 

This coronet and several other pieces of 
jewelry are being made by a firm of court 
jewelers in Sondon from diamonds given 
to the princess on her 21st birthday and 
family heirlooms now being broken down 
and reset. 

Bridesmaids in white gowns will wear 
flower wreaths and lovely pieces of diamond- 
set jewelry given them by the bride and 
bridegroom. While Lieutenant Mountbatten 
was holidaying at Balmoral this summer, 
Princess Elizabeth decided with him on the 
presents and these are already being made. 

The design is understood to be lavish 
and spectacular, as these ornaments are to 
be in contrast to the austerity arrange- 
ments. There is no extravagance involved, 
as Princess Elizabeth has had these lovely 
gems given to her or has inherited them 
from her own family. English craftsmen 
will benefit and export be given an extra 
fillip when the designs are seen. 

There has already been a big demand, 
particularly from America for copies of the 
princess’s engagement ring. Antrobus, the 
Regent Street jeweler who made the ring, 
refuses to show his design but even as far 
afield as Dallas, Texas, copies of the ring 
have been shown, made from pictures, and 
one bold enquirer wrote to Buckingham 
Palace asking how much it cost—a question 
horrified officials said “one would not ask 
one’s best friend.” 

Officially the princess is to have no 
trousseau. There will not be the conven- 
tional and traditional “dozens” and _ the 
mainstay of her wardrobe will be dresses 
made for the South African tour, among 


them a green and white figured crepe dinner’ 


dress, an evening dress of white angel skin 
with red paillettes and a black net dance 
frock. 

The most striking item is a heavy golden 
collar decorated with an enamelled minia- 
ture of St. George killing the dragon. The 
value of the regalia is about $10,000, but 
it is nearly always handed down from 
former owners. 

There are at present three ladies of the 
order: The Queen, Queen Mary and Queen 
Wilhelmina of the Netherlands. Unlike the 
Knights who wear the garter below the 
left knee, the ladies wear a special bracelet 
inscribed with the famous motto “H’oni 
soit qui mal y pense.” 





Wilkens Open Their Sixth Store 


One of the newest jewelry stores in Pitts- 
burgh, Pa., is Wilkens East Liberty enter- 
prise opened recently at the corner of 
Penn and Collins Ave. The Wilkens Jew- 
elry Co., conducting business in Pittsburgh 
for the past 42 years, staged a grand open- 
ing sale all through the month of Septem- 
ber. In addition to the new store the firm 
has five other stores in the Pittsburgh area. 
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Sohe ‘em by Air Express ! 





Don’t let low stocks or distant supply points scare you! With 
Air Express cutting delivery time down to a matter of hours, you 
can get what’s needed from anywhere in a rush. Just remember 
to specify Air Express. Your shipment flies to you at speeds up 
to 5 miles a minute. Air Express goes on all flights of all Sched- 
uled Airlines — that means the fastest possible service. 

Use Air Express regularly. You'll find there’s real profit for 
you in such speedy service. And rates are low. Frequent flights 
to and from points overseas can simplify your foreign shipping 
problems, too. Investigate. 


opecity Air Express-its Good Business 


© Low rates—special et and delivery in principal U.S. towns and 
cities at no extra cost. e Moves on all flights of all Scheduled Airlines. 

@ Air-rail between 22,000 off-airline offices. 

e Direct air service to and from scores of foreign countries. 


Just phone your local Air Express Division, Railway Express Agency, 
for fast shipping action . . . Write today for Schedule of Domestic and 
International Rates. Address Air Express, 230 Park Ave., New York 17. 
Or ask for it at any Airline or Railway Express Office. Air Express 
Division, Railway Express Agency, representing the Scheduled Airlines 


of the United States. 


ESS 


GETS THERE FIRST: en 


Fastest delivery — at low rates 












Machine parts (75 lbs.) in Chicago were 
needed by a bottling works in Dallas fast. 
Picked up 10 AMthe 6th, delivered same day 
at 5:05 PM. 795 miles, Air Express charge 
only $18.42. Other weights, any distance, 
similarly inexpensive and fast. 
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Excise Tax Relief Unlikely 
(From page 329) 


ers might conceivably be compelled to 
either absorb the tax or discontinue the 
sale of the article altogether. The competi- 
tive effect, Treasury says, is even more 
noticable where the tax applies only to 
that portion of the price above the exemp- 
tion level. 

Current differentials on watches and 
clocks are cited as examples. Because the 
20% rate applies to the total price and 
net to the excess above $5 and $65, the 
tax is substantially more on the watch or 
clock selling slightly above those levels 
than on the items selling slightly below 
those levels. 








“This presents pricing problems and may 
discriminate against particular producers,” 
declares the Treasury. “Since domestic 
producers usually concentrate more on 
higher ‘priced watches, a larger proportion 
of their product (than imported goods) is 
subject to the higher rate.” 

It is also to be inferred that the Trea- 
sury regards jewelry excises as providing 
a double-barreled weapon in the govern. 
ment’s war on high prices and excess 
profits. It also otiers a form of control over 
consumer spending which the government 
generally regards as necessary for a hedge 
against inflationary spirals. 

“This tax has the effect of withdrawing 
relatively more purchasing power from the 
income stream in periods of high business 
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activity than in periods of low business,” ; 
goes on to state. 

“The tax probably curtailed price fas 
creases (net of tax) and profits to som 
extent during the war,” the Treasury Boes 
on to say, “since price controls on jewelry 
were not very effective and supplies wer 
limited. However, profits were apparently 
well above prewar years.” 

This latter assumption is based on in- 
come tax returns. These showed that the 
net income of jewelry manufacturers (ge. 
clusive of costume jewelry) rose from $37 
million in 1939 to $31.2 million in 1943 
while income of watch and clock manufg. 
turers rose from $9.6 million to $22.5 mil. 
lion. However, these totals made no alloy. 
ance for the fact that production of normal 
lines was greatly curtailed during this pe. 
riod and that many firms were engaged in 
manufacture of varied war items; the ip. 
come returns did not segregate war profits 
and thus do not provide a very reliable 
barometer. 


t 


SUPPLY AND DEMAND 


After supply and demand have become 
adjusted to postwar conditions, the report 
goes on to say, the present rate of tax, if 
continued, will likely have a “significant” 
effect on profits and possibly drive them 
below prewar levels through reduced con- 
sumption. It made no reference, however, 
to probable unemployment through reduced 
production, a condition warned against by 
the industry at the tax hearings last June. 

“Industry adjustments to reduction in 
purchases will differ, depending on the na- 
ture of the supply for different articles,” 
the Treasury summary says. “In the case 
of precious stones, clocks, some types of 
watches, silver and other ware, producers 
appear to be in a position to meet reduc- 
tion in purchases, at least in part, by cur- 
tailing output.” The limitation of output 
would tend to retain profit margins but the 
reduction in volume of sales would tend to 
lower aggregate profits. 

“Producers of jewelry, particularly cos 
tume jewelry, do not appear to be in a 
position to limit output to any substantial 
extent and would tend to lower prices. An 
adjustment of this type is likely to result 
in a relatively greater reduction of ag: 
sregate profits than where the industry 1s 
able to limit output. 


RETAILERS' SALES AND PROFITS 


“The sales and profits of retail dealers 
would also be affected by the adjustments 
made by the producers of the different 
articles, but the adjustments made at the 
retail level would vary depending upon 
competitive conditions.” 

The tax is imposed upon some _ items 
entering into business costs but the Trea 
sury believes that this has little appreciable 
effect. It would, however, like to see some 
amendment in the law to include auction 
sales. 

“In general,” the report comments, “sales 
by auctioneers or other agents who are not 
also engaged in retailing articles for theif 
own account are not subject to the tat 
This situation often places established jew 
elry retailers at a competitive disadvantage 
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and results in a substantial loss of revenue 
(to the government).” 

Further extension of the tax to ornamen- 
tation is not favored. The Treasury report 
agrees with the views of the Jewelry In- 
dustry Advisory Committee to the extent 
that there should be no further extension 
of taxes on ornamented items. However, 
where the Committee objects to such prac- 
tices on the grounds that it creates dis- 
crimination against use of gold and silver 
in favor of stainless steel and other tax- 
free metals, the Treasury apparently looks 
at it more from the angle that the return 
is not commensurate with the administra- 
tive cost. 

Reduction or elimination of excises on 
luggage, furs, fur coats and toilet prepa- 
rations will also meet oppositions, it is indi- 
cated, largely for the same reasons ad- 
vanced for the jewelry trade. The Treasury 
finds that expenditures for low-priced furs 
or fur coats have little effect on price in- 
dexes and that the tax falls heaviest on 
the higher income groups. 

As for luggage, the Treasury study does 
not agree that it comes under the category 
of necessities. Demand for luggage is held 
to stem mostly from a desire to travel: 
women’s handbags are to be considered 
more as a part of the costume than a neces- 
sity. And as for toilet preparations, the 
study finds that the demand rises from a 
desire to look more attractive. 

In short, all present indications make it 
appear that the fight to obtain tax relief 
is going to be a long and difficult one call- 
ing for the united moral and financial sup- 
port of everyone in the industry and for 
aggressive and united action by every divi- 
sion of the industry through the Jewelry 
Industry Tax Committee. 


New Competition Faces Jewelers 
(From page 329) 


endowment and stock will be issued to 
finance the remainder needed. 

The co-op is engaged in selling $300,000 
worth of common stock to potential cus- 
tomers at $50 a share, no shareholder to 


be permitted to buy more than 20 shares. 


The CDC will withhold $200,000 worth of 
preferred stock for itself but the corpora- 
tion officials say this will eventually be sold 
ta the patrons of the project. 

Officials have set a maximum interest 
rate of 5% for common and 4% for pre- 
ferred. No stockholder will be permitted 
more than one vote in the corporation’s 
affairs regardless of the number of shares 
held. 

There will be no price-cutting competi- 
tion with private enterprise, officials say 
further; however, they candidly admit that 
they believe the co-ops are necessary to 
“police and keep privately owned stores in 
line.” Tax-exemptions, of course, will give 
the new enterprise an edge on competitors: 
an additional drawing card will be the 
patronage refunds. It is anticipated that 
these will amount to about $4 per $100 
worth of purchases or $80,000 annually 
should the two-million gross sales be 
realized. 

The Filene co-ops are frankly hitting for 
the trade of the moderate-income groups— 
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$4000 a year or less. In the case of the 
Shirlington store, some 20,000 question- 
naires have been sent out inquiring as to 
merchandise and price ranges most desired. 

“We want to reduce dead stock below 
the customary nine or ten per cent,” a 
CDC promoter told JEWELERS’ CrIRCULAR- 
Keystone. “By finding out what people 
want and how much they can afford to pay, 
perhaps we can reduce static inventories 
to as little as two or three per cent, thus 
reducing operating costs.” 

The CDC is making a direct bid for the 
support of organized labor. Officials and 
other representatives of the 47 labor unions 
in the Washington area were called to- 
gether to have the project and its aims 
explained. The meeting was later described 


| 





as “more than satisfactory” in obtaining 
assurances of both stock purchases and 
consumer patronage. 


U. S. Diamond Imports Decline 


A recent issue of Foreign Commerce 
Weekly disclosed the fact that United 
States imports of diamonds from the Union 
of South Africa dropped drastically from 
$37,394,000 for the first half of 1946 to 
$13.114.000 for the first six months of 1947. 

The decreased value of total imports 
from South Africa during the first half of 
1947 as compared with the like period of 
1946 was occasioned by a decline in the 
value of the two largest import items, dia- 
monds and wool. 
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lowa RJA’s 37th Convention is Biggest Yet; 


Horological Ass'n. Convenes with Jewelers 


“As long as there are people who live 
graciously there will be a flourish in the 
jewelry trade,” Maurice Adelsheim, presi- 
dent of the American National Retail 
Jewelers Association, told members of the 
lowa Retail Jewelers Association at the 
annual convention of that organization held 
on September 28 and 29 at the Hotel 
Roosevelt in Cedar Rapids, lowa. 

Addressing the opening business ses- 
sion of the convention, Mr. Adelsheim 
outlined three resolutions passed by the 
ANRJA at its annual convention in New 
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York last August. Resolutions adopted in 
August included adverse criticism for the 
distribution of silverware through house- 
to-house canvassers and other irregular 
channels and requested manufacturers to 
discontinue the sale of merchandise to 
such irregular channels on the ground that 
since the retail jeweler forms the back- 
bone of their business he should be given 
the whole-hearted support of the producer. 

Other resolutions requested manufactur- 
ers to restore the traditional scale of dis- 
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counts in recognition of present-day higher 
operating costs in retail stores and watch 
manufacturers and importers were asked 
to place upon all watches a guarantee tag 
with a 90-day limit. 

The registration desk opened on Sunday 
morning, September 28, and _ by early 
afternon nearly 500 jewelers, watchmakers, 
wholesale house representatives and their 
wives had registered. It was the largest 
.onvention in the history of the Iowa as. 
sociation, according to Robert L. Prastka, 
secretary-treasurer of the organization. 

Sunday was a purely social day for the 
jewelers group, who spent the day stroll. 
ing about the three floors of wholesaler’s 
exhibits. Wives of the delegates were en- 
tertained at a tea Sunday afternoon and 
a luncheon was held at the Cedar Rapids 
Country Club Monday noon, followed by 
bridge, sightseeing or theater parties. 

President Wallace G. Boyson, president 
of the lowa RJA, called the Monday morn. 
ing session to order. The annual report 
of the secretary-treasurer was read and 
committees were appointed. President 
Boyson then introduced the speakers of 
the morning. 

Mrs. Gladys Babson Hannaford, a repre- 
sentative of N. W. Ayer, New York ad- 
vertising agency, addressed the gathering 
on “Romance in Setting Diamonds.” “Dia- 
monds are as individual as people,” Mrs, 
Hannaford said. “You never hear anyone 
say. ‘I used to be in the diamond _busi- 
ness.’ Once they are in they stay. The 
fascination gets you.” 

Mrs. Hannaford exhibited her collection 
of replicas of the Cullinan, the largest 
diamond ever found, the Koh-i-noor, the 
Hope and other historic stones and _ also 
showed some of the diamond tools used 
in the industry. She illustrated her talk 
with slides and told a few stories about 
the diamond = in history and 
literature. 


romance, 


TRENDS IN BUSINESS TODAY 


Keen interest in the general trends in 
business today was evidenced by the large 
attendance at the Monday afternoon ses- 
sion. Joe T. Meek, executive secretary of 
the Illinois Federation of Retail Associa- 
tions and one-time editor of the Illinois 
Journal of Commerce, told the group that 
prices will not come down until 1950 or 
later. He indicated three “props” which 
he said must be removed from the price 
structure before prices can fall. They are: 
1. High cost of materials. 2. High costs 
of labor, and 3. Global commitments by 
(merican industry. 

Harry E. Nymen, assistant superinten- 
dent of the Chicago office, Pinkerton’s Na- 
tional Detective Agency, in a short talk 
reviewed the 64-year history of the Jewel- 
er’s Security Alliance. He told those in 
attendance that under the by-laws of the 
alliance, the machinery of the organiza- 
tion is specially aimed at hold-ups, safe- 
burglaries, store window and 
sneak thefts of over $100. 


At the business 
tion the association elected three new ofh- 
four hoard members. and 
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ProvidenceLabor and Management JoinHands 
Sponsoring Toolmaker Apprenticeship Course 


Management and labor are working hand 
in hand in Rhode Island in sponsoring an 
apprenticeship program designed to help 
fll the crying need for tool room crafts- 
men in the jewelry industry. 

The program is being jointly sponsored 
by 37 jewelry firms and the union with 
which their employes are afhliated. 

For a number of years the companies 
have banded together in contract negotia- 
tions. Out of these negotiations has grown 
the mutual desire to get together on a 
comprehensive training program. 

About a year ago, committees represent- 
ing the companies and the union—the In- 
ternational Association of Machinists, Dis- 
trict 64, Lodge 129—-were formed. 

These committees subsequently got to- 
gether and set up a program. It has two 
primary purposes: (1) to offer 144 hours 
of related classroom training in each of the 
six years of the apprenticeship, and (2) 
to coordinate and set up standards for the 
on-the-job instruction within the shop. 

The related training will include such 
subjects as shop mathematics, blueprint 
reading, drawing, properties of metals and 
care of tools. 

The joint committees have enlisted the 
assistance of the Federal Apprenticeship 
Council of the U. S. Department of Labor, 
and the local help of representatives of the 
Providence public school system. 

The facilities at Central High School, 
Providence, have been made available for 
the related instruction program. Four in- 
structors—all journeymen craftsmen—will 
be in charge, bringing to the classes not 
only technical knowledge but also the prac- 
tical experience they have acquired over a 
period of years as tool room workers. 

There were more than 70 enrolled in the 


, 


Britain Makes Money Grants 
To Bolster Jewelry Trade 


The fact that the British Government is 
doing as much as possible to put that coun- 
try’s industries back on its feet was made 
evident by the first annual report of the 
Design and Research Centre for the Gold, 
Silver and Jewelry Industries of London. 

The Centre, which was formed on October 
1, 1946, has devoted its first year largely 
to laying foundations and getting together 
a staff and equipment. The Worshipful 
Company of Goldsmiths and two British 
Government departments, and a great many 
individual members of the jewelry trade 
and trade associations in Great Britain, 
spent a good deal of time and money to 
start the Centre on its way. 

An interesting factor in the Centre’s fi- 
nancial structure was revealed in its first 
annual report. For every £100 contributed 
by private indiivduals or organizations the 
British Government makes a grant of £100. 
Every additional £100 raised by the trade 
earns an additional £100 from the British 
treasury. For the past year £6,952 was con- 
tributed by or on behalf of the jewelry in- 
dustry, to which the Government added 
another £6,952. 
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course prior to the beginning of the class- 
room instruction the third week in October. 

In regard to its second objective—the co- 
ordinating and setting up of standards for 
the actual shop apprenticeship—the joint 
sponsoring group is organizing a joint ap- 
prenticeship committee that will comprise 
three representatives of the union, three 
representatives of management and a 
seventh member to be elected by the group 
of six. 

Its duties will include setting of the ratio 
of apprentices, evaluation of apprentices as 
regards previous experience, helping to lay 
out related instruction courses, serving 
more or less as an appeal board between 
the apprentice and the company, and ruling 





on the issuance of certificates upon com- 
pletion of the course. 

It is the aim of both groups to raise the 
standards of the tool making craft by guar- 
anteeing a steady supply of highly trained 
craftsmen. 

The standards for completion of the 
course will tend to achieve that objective. 
Foremen will grade the apprentices on their 
work in the plant just as instructors will 
do on their class work. These grades will 
be sent to the joint apprenticeship council 
and upon their acceptance will hinge the 
presentation of certificates designating suc- 
cessful completion of both phases of the 
apprenticeship program. 

The course of related instruction will 
take in all crafts found in the jewelry 
manufacturer’s tool room —tool making, 
heat treating, hub and die cutting, mould 
making, forcer making and chain machine 
mechanics. 
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ZIPPO NATIONAL ADVERTISING 
DIRECTING THE SALES TO YOU 


These NEW, unconditionally guaranteed, ZIPPO Windproof 
LIGHTERS are being currently advertised to over 40,000,000 fami- 
lies. The No. 350 Engine Turned at $4.00 has a richness that permits 
you to compete with high priced jewelers items. 

The No. 250 High Polish at $3.50 has a mirror bright finish that 
fascinates the ladies. The No. 10 All-purpose table lighter that lights 
indoors as well as out, will also sell on sight to business executives. 
And don’t forget to stock the No. 200 at $2.50, the gift that fits all 


ZIPPO MFG. CO., Dept. X, Bradford, Pa. 





all prices are retail 
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CensusBureauPrepares for Industrial Census, 
Manufacturers Will Get Questionnaires in'48 


The Bureau of the Census, preparing 
for its first industrial census since 1939, 
is drawing up about 200 questionnaire 
forms which it plans to mail to every manu- 
facturer in the United States early in 
1948. 

Pointing out that completion and return 
of Census bureau forms is mandatory, J. 
C. Capt, census director, emphasized that 
all individual reports and figures submit- 
ted to the bureau are held in strict con- 
fidence. Only statistical totals are re- 
vealed, he stated, adding that information 








submitted to it cannot be used for regu- 
lation, investigation or taxation. 

The bureau believes the forthcoming in- 
dustry census probably will be “the most 
important and significant single industrial 
census ever taken.” The results, accord- 
ing, to the bureau, will give “a complete, 
clear picture of the changes that have oc- 
curred in the industry of the whole coun- 
try since the prewar period.” 

Inquiries will be grouped in eight ma- 
jor parts, and will cover production during 
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the year, the labor, materials, fue] and 
electric energy devoted to this production, 
the inventories of goods on hand and high. 
way motor vehicles owned or leased, and 
the expenditures for plant and equipment. 
The reporting forms received by individual 
establishments will usually vary sufficiently 
to allow for industry differences, partic. 
ularly in the consumption of selected ma. 
terials and the manufacture of specific 
products. 

The bureau said the first of the eight 
major parts contains a series of inquiries 
designed to enable it to identify each es. 
tablishment precisely and to classify prop. 
erly the data obtained, by geographic 
location and legal form of organization. 
The longest part of each form will cover 
employment. This part will request infor. 
mation on the number of employees, pay.- 
rolls and man-hours worked. The part on 
capital expenditures, for example, will be 
broken down to show figures for (a) new 
construction, major alterations of build. 
ings and other fixed structures (b) new 
machinery and equipment (c) land ac. 
quired (d) other items chargeable to the 
property account. 

Cooperation by manufacturers in mail- 
ing their questionnaires promptly will cut 
costs as well as speed publication of the 
results, Mr. Capt stated. Early publica- 
tion of the results of the census will en- 
hance the value and give business vital 
information badly needed to meet current 
conditions, he added. 


New Display Set-Up for Flatware 
ls Convenient and Saves Space 


A new display set-up for its sterling flat 
ware has been inaugurated at the Tilden- 
Thurber store in Providence. 

The glass show cases that limited the 
number of patterns that could be shown 
have been discarded. 

In their place wall racks have been in- 
stalled on which it is possible to display 
six-piece assortments of 36 different pat- 
terns at one time. 

The six assorted pieces of each pattern 
are mounted on a red plush panel that is 
roughly a foot square. These panels fit 
into the racks, a dozen to each of three 
rows. The racks hold the panels in an up- 
right position so that a customer can view 
the 36 different patterns much as she would 
pictures on the wall. 

For the convenience of the customer a 
number of narrow show case tables have 
been installed in this department. Several 
of the panels in which the customer may 
be interested can be taken from their racks 
and placed on the table for further study 
as the desired pattern is thus selected by 
the process of elimination. 

Tilden-Thurber has moved its plated 
ware back to the third floor where it has 
always been except for the war years. It 
was due to an inability to keep the sterling 
stock up during the war that the plate 
ware was given a first floor display. 

The new display of the sterling flatware 
is now occupying the space used during 
the war by both sterling and plated ware. 
The new setup is conserving valuable space 
and is meeting with customer approval. 
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linz Bros., Jewelists, 
Reach 70th Milestone 


Once called “the diamond stud in the 
shirt bosom of Texas,” Linz Brothers, 
“Jewelists,” recently reached their 70th 
milestone. Now located at 1608 Main St., 
Dallas, the firm is well known in London 
and Amsterdam diamond circles. Smart 
shops on Fifth Ave., Park Ave., and Michi- 
van Boulevard rank it among their equals. 
~ The firm was founded in 1877 when, 
with his savings of $750, Joseph Linz 
bought his own modest store at Denison, 
Texas. Four brothers, Elias, Simon, Ben 
and Albert, joined the expanding business 
and each had a special talent to contribute. 
Elias died within a few years, Joe and 
Simon directed operations, Ben spearhead- 
ed the wholesale activities and Albert be- 
came known as an early-day supersales- 
man. 

Each in his own sphere helped build 
the traditions of the firm—traditions which 
are carried on today by Albert Linz, only 
surviving brother and now president of the 
company, and by sons and grandsons of 
the several founders. 

The firm moved in 1879 to Sherman, 
Texas. to occupy a fine stone building on 
Main St. In 1891 the company moved 
to Dallas and a few years later made an- 
other move in Dallas. Here the brothers 
remained until the famous Linz Building 
was completed in 1899. 

The building, a seven story structure, 
for a time was the tallest fireproof struc- 
ture in the South. Visitors to Dallas rode 
to the top of this “skyscraper” and, from 
the railed-in roof garden, got a bird’s-eye 
view of the city. Linz occupied the first 
floor of the building and had a big, broad- 
spacious store with scagliola columns sup- 
porting an ornate ceiling which was ablaze 
with thousands of electric lights. The sun- 
light filtered through stained glass win- 
dows onto trays of diamonds and jewelry 
in the solid mahogany showcases. Ar- 
ranged in a large open curve, the cases 








Sell Japanese Cultured Pearls 
To U. S. Dealers on Sealed Bids 


‘ 


Reconstruction Finance Corporation re- 
cently announced that its subsidiary, the 
U. S. Commercial Co., has sold on sealed 
bids 13,767 strands of Cultured Pearls, of- 
fered in 34 lots. This commodity was im- 
ported from Japan pursuant to arrange- 
ments made between U. S. Commercial 
Co., the Department of State, the War De- 
partment and the Supreme Commander for 
the Allied Powers for the handling of Jap- 
anese exports. 

The successful bids on the 34 lots ranged 
from a low of $1,310 to a high of $37,250. 
The successful bidders were as follows: 
Jack J. Felsenfeld, Inc.; R. H. Macy & 
Co.: Theodore D. Sulzer, Inc.;: B. D’Elia 
& Son; Ferrante-Riviccio Co.; Anthony 
Mastaloni & Co.; L. Borrelli Corp.; Jos. 
H. Meyer Bros.; Sinex Corp.; S. Nathan & 
Co., Inc.: L. Edison & Sons, all of New 
York, and Lake Shore Management Co., 
and Imperial Pearl Syndicate, Inc., both 
of Chicago. 
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were called by some “The Diamond Horse- 
shoe,” and that remained. 

In 1940 the firm moved east on Main 
St. to its present location. Here everything 
of elegance and taste to be found in the 
old store was duplicated, but keyed to 
a new age of simplicty and functionalism. 

Linz Bros. do a considerable amount of 
business in_ specially-designed jewelry 
pieces, specially ordered. The firm has filled 
special orders for the great and the humble, 
Grandpa’s favorite glamour girl, Lillian 
Russell, wore a long gold chain studded 
with turquoise designed by the store. The 
firm also made an exotic jeweled slave 
bracelet for the exotic Natacha Rambova, 
who later brought in her widely admired 
husband, Rudolph Valentino, and chose for 








him some rare black pearl evening studs. 

The memory book of the firm is full of 
letters from people who make them feel 
they are more than just a store, that per- 
haps they are something like an old and 
trusted family friend. A typical letter from 
an East Texas countrywoman tells how much 
she still prizes the solitaire engagement 
ring her husband bought in the store 60 
years ago, and concludes with the statement, 
“your institution will always stand for 
much in our home.” 

For some years the firm has advertised 
itself as “Jewelists.” There is a reason. 
A word copyrighted by Linz Bros., jewel- 
ists means something more than jeweler. 
Linz’s definition is: “Incomparable jewel- 
art fashionists.” 
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Men’s Strap—Swiss type folded over 


edge construction — custom made. 
Tooled edges and keepers. Saddle 
stitching. In calt, pigskin, and all 
reptiles... pig lined. 





CUSTOM, Diisest 


916 Fifth Avenue » New York 18, N.Y. 





Ladies’ Strap — ''Cordette''— 3 mm. 
cord with leather end pieces, and 
spring bar buckle. Leather ends in 
suede and reptile, all colors. Seif 
adjustable ... easily mounted with 
ring or lug ends. in yellow, white, 
and pink gold plated findings. a 
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Problems Facing New England Jewelry Mfrs. 
Result in Placing Customers on Allotments 





The flood of orders that every mail is “ 
bringing to the manufacturing jewelers of 
the Providence-Attleboro area has already 
resulted in many producers placing their 
customers on allotments. 

Most of the manufacturers now resort- 
ing to the allotment system as their only 
known means of treating their customers 
fairly, would have been unanimous in say- 
ing last June and July that the industry 
would never see shipments on the allotment 
system again. 

It is necessitated by an inability to pro- 
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cure help in the quantities needed to fill 
the flood of orders that has been coming in 
for several weeks. 

It is estimated by reliable sources that 
the industry could put between 3,000 and 
4,000 men and women to work at a mo- 
ment’s notice. The ratio of male and female 
help needed is running about 1 male to 3 
females. 

Manufacturers have been using every 
known method to procure help without suc- 
cess. One producer in the Manufacturers’ 


Such Precision as in the NEW ORIGINAL 
POISING TOOL designed by JE VIN 





Unsurpassed in guality, appearance, and craftsmanship! 
Polished ruby jaws, 3/4 of an inch long, precision ground. 
Harder, more wear-resistant than any other substance, 
excepting the diamond. Edges thin enough to clear the 
cones of the smallest balance staff. The ruby jaws are not 
fastened with shellac, but are permanently bonded to the 


metal by a revolutionary process. Provided with a neat, 


Machined from solid nickel 


silver — no die castings. It's truly a jewel! Outstanding in 
modern design, the new-improved LEVIN POISING TOOL 


is the finest ever to be presented to the Watchmaking Trade. 


782 EAST PICO BOULEVARD 
LOS ANGELES 21, CALIFORNIA 





Building, Providence, says he has resorteq 
to advertising for the first time since he 
has been located in that building. “Fo, 
looking for work usually try the Manufae. 
turers’ Building first,” he said. Entrances 
to this building today look like the wip. 
dows of a cut-rate drug store with notices 
in every conceiveable place calling attep. 
tion to the various jobs for which help js 
needed. 

This same manufacturer said that news. 
paper advertising over a two-week period 
brought only two persons to his plant look. 
ing for work. “When that condition pre. 
vails, it is a pretty tough outlook,” he said. 

It is quite apparent that many retailers 
will be disappointed this Christmas season 
when manufacturers are unable to fill their 
orders. 


ORDERS FOR CHRISTMAS 


A number of manufacturers have already 
clamped down on orders for Christmas de. 
livery. They claim it is an utter impos. 
sibility to turn out the work due to the help 
situation. The earliest delivery date of 
several of them since October Ist is Jan. 
uary l. 

Several factors are combining to make 
help scarce in this area. Factory space is 
scarce with the result that no sizeable in- 
dustries have moved into the area. As a 
result there has not been an influx of people 
from other sections as is always found 
when large industries move into an area. 

The unemployment compensation laws of 
the State are not helping the situation 
either. The weekly payments for unem-. 
ployed persons was raised to $25 by the 
last Legislature, and those who have not 
been recipients before can collect for as 
long a period as six months. 

When dull times hit the jewelry manv- 
facturing industry in the early part of this 
year, manufacturers tried various means to 
avoid laying off help. As conditions wors- 
ened up to May and June it was necessary 
for many firms to cut down their working 
forces. 


UNEMPLOYMENT COMPENSATION 


Thus some employes were temporarily 
thrown out of work and onto the unem- 
ployment compensation rolls. They found 
how simple it is to draw $25 a week over 
a half-year period. They have compared 
this income to their previous jewelry shop 
income and while they were making from 
65 to 80 cents an hour (the best wages the 
industry has ever paid) their take-home 
pay for 40 hours after deductions for Fed- 
eral and State taxes was so little over the 
$25 figure that many have decided to take 
things easy for a time. 

The State Employment Service is taking 
requisitions from factories and is endeavor- 
ing to fill them, but all a person has to 
say in refusal of such offers of employment 
is that the work is not suited to them, is 
different than the work to which they are 
accustomed, or is out of their line. 

Employers report that for the most part 
the few girls that have been sent them by 
the SES have been floaters. They have had 
no inclination to work and only stayed 4 
day or two, during which time they decided 
the job was not their type of job. 
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The SES is currently considering a plan 
to help the jewelry manufacturers out of 
their predicament. They realize that by not 
being able to man their factories the jew- 
elry manufaciurers are forced to turn busi- 
ness away from Rhode Island. 

Still another factor is evident in the 
scarcity of help. During the war many 
small shops were opened in homes and 
garages, etc. Some of them are still ope- 
rating. They do not hire many hands as a 
general thing, but relatives in many cases 
are working at odd hours, whenever it suits 
them. This appeals to some folks more 
than the set hours of a jewelry plant and 
is therefore using up some of the help that 
the old established companies here would 
be getting. 

In the meantime the manufacturers are 
leaving no stone unturned in their effort 
to turn out as many orders as possible. The 
40-hour week has been discarded quite 
generally by the industry. Most plants are 
working 48 hours a week, paying time and 
a half for the extra 8 hours work. Manu- 
facturers point out that for every 8 hours 
worked over the 40-hour week, they must 
pay for four hours during which time noth- 
ing is produced. This is boosting the man- 
ufacturers’ costs, and with emphasis on 
price as it is today he is not able to get 
more money for his product but is forced 
to stand the extra cost himself. He is mak- 
ing such sacrifices to fill the Christmas 
orders. 

While the scarcity of help will be felt 
this Yuletide season when orders of retail- 
ers remain unfilled, the lack of an adequate 
working force is working a hardship on 
many concerns that are re-building their 
businesses after being out of the jewelry 
business and on war work for several 
years. 

One such factory in the Providence sec- 
tor employed 650 persons prior to the war. 
It was one of the first to go into war work 
and was one of the last to remain in it. 
The facilities of the plant were almost ex- 
clusively in the service of the Government. 

When the war job was completed this 
firm was faced with actually starting in 





August Retail Sales Down 16% 


Sales of independent jewelry stores were 
16 per cent lower in August, 1947, than 
during the same month of 1946, according 
to data compiled by the Bureau of the 
Census, Department of Commerce. August 
sales were six per cent higher than sales 
for July, the preceding month. 

Retail jewelry sales for the first eight 
months of 1947, in comparison with the 
first eight months of 1946, showed a de- 
crease of 13 per cent. 

August, 1947, jewelry store sales, in com- 
parison with the same month of 1946, are 
shown for five cities as follows: Los An- 
geles decreased 15 per cent; Chicago nine 
per cent; St. Louis 18 per cent; Portland 
27 per cent, and Seattle 20 per cent. 

A preliminary report on independent 
jewelry store sales for the month of Sep- 
tember, 1947, shows sales were six per cent 
under those of September, 1946. September 
sales were seven per cent greater than sales 
for August, the preceding month. 
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business all over again. It made an inex- 
pensive line. Stones could not be procured 
at a figure that would permit the price of 
the merchandise to stay within its former 
limits. 

Designers have been at work. New mer- 
chandise has been developed. It has clicked 
with the buyers to such an extent that this 
firm saw no retrenchment during the early 
part of this year when most plants were 
slack. But it cannot boost its working 
force above 350 persons and as a result 
production is being stifled and the firm’s 
chances of cashing in on its ingenuity are 
minimized. This firm needs about as many 
men as women and is having a difficult job 
procuring both. 

Production employment in the Rhode 
Island factories is 2.1 per cent higher than 


lt was in September of last year. The in- 
dustry was experiencing good times a year 
ago. The worker total-in September this 
year was 10.6 per cent ahead of the previ- 
ous month, showing that some progress was 
made in placing people to work. In many 
instances men are doing jobs formerly done 
by girls. 

The industry was employing a total of 
18,889 persons in September, a figure that 
has only been surpassed by two months in 
1946—October, when the total was 19,338, 
and November, when it went slightly ahead 
to 19,395. 

The rate of wages paid is no longer the 
handicap that it once was. The average 
wage in September, State Department of 
Labor figures show, was $40.13, whereas im 
the first six months of 1940 it was $21.44. 
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The first annual convention of the New 
Mexico Retail Jewelers Association was held 
at the Hilton Hotel in Albuquerque on Sep- 
tember 21-23. E. Park Sellard of Gallup 
(above, extreme left) was elected to serve 
as president for the coming year. Others, 
reading from left to right are: Mrs. Sellard; 
Bernard Spitz, Sante Fe, retiring Ist vice 


NEW PRESIDENT AND RETIRING OFFICERS 





hr ae 


eat 





president, and Mrs. Spitz; Frank D. Fogg, 
Albuquerque, former president and Mrs. 
Fogg; Bob Slagle, Chairman of ANRJA 
Watch Committee, Houston, Texas; Mrs. E. 
Butterfield and E. Butterfield, Albuquerque, 


retiring 2nd vice president. Hoyt Hatfield. 
Santa Fe, former secretary-treasurer was 
absent when this picture was taken. 





ciation, 
more, Los Angeles, Calif. 


COMING EVENTS 


November 


14—Boston Jewelers Club, Annual Meet- 


| ing, Parker House, Boston, Mass. 


23—New Jersey Retail Jewelers Associa- 


tion, Annual Meeting, Essex House, New- 


ark, N. J. 


January, 1948 
5-10—Pittsburgh China & Glass Show, 


William Penn Hotel, Pittsburgh, Pa. 


12-16—New York Lamp Show, Hotel New 


Yorker, New York, N. Y. 


25-27—Oregon Retail Jewelers Associa- 


tion, Annual Convention, Hotel Multnomah, 
Portland, Ore. 


25-30—California Gift & Art Show, Los 


Angeles. 


February 
2-7—Western Winter Market, Western 


Merchandise Mart, San Francisco, Calif. 


2-13—Chicago Gift Show, Palmer House, 


_ Chicago, IIl. 


2-14—Gift, China, Glass and Pottery 


Market, Merchandise Mart, Chicago, Ill. 


23-27—New York Gift Show, Hotels New 


Yorker and Pennsylvania, New York, N. Y. 


March 
1-5—Boston Gift Show, Hotel Statler, 


Boston, Mass. 


15-19—Philadelphia Gift Hotel 


Show, 


Benjamin Franklin, Philadelphia, Pa. 


April 
18-19—Oklahoma Retail Jewelers Asso- 


ciation, Annual Convention, Skirvin Hotel, 


Oklahoma City, Okla. 


25-28—California Retail Jewelers Asso- 


Annual Convention, Hotel Bilt- 





Kocher Helps Ease Housing Crisis 
_ By Remodeling an Outmoded Estate 


Walter Kocher, Swiss watch manufac- 


| turer, was the subject of a laudatory arti- 
cle in the Sunday, October 5 edition of the 
New York Herald Tribune. The story re- 
lated in detail how Mr. Kocher helped 








ease the housing crisis by remodeling an 
outmoded estate in Tarrytown, N. Y. He 
converted mansions and other dwellings 
on the property into housing for 20 fam. 
ilies at present, and ultimately 50, with- 
out erecting a single new structure. Many 
obstacles such as zoning restrictions, the 
high cost of building, etc., had to be re- 
moved and much ingenuity exercised in or- 
der to turn the mansions and outbuildings 
into fully equipped modern rental apart- 
ments. 
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Silver Shine, that super silver 
polish, puts @ smile on the 
housewife’s face and a tinkle 
in your cash register. For Silver 
Shine cleans with so little ef- 
fort, leaves @ hard, dry finish 
and no greasy residue to mar 
the luster. In ether words it dab 

pleases—and @ pleased customer COSTS YOU ONLY 
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Members of Trade Attend 
Annual Dinner for UJA 


Explaining that the trade had been wait- 
ing for greater stabilization in the silver- 
ware and kindred industries in order to 
hold its annual United Jewish Appeal af- 
fair, Bernard Nathan, of Nathan & Nathan, 
warmly greeted some 70 leaders in the 
trade when they came together at a dinner 
at the Hotel New Yorker recently to pledge 
their support to the UJA agencies in the 
1947 drive. 

“We wanted to be certain that our minds 
were clear and our desks cleared in order 
to be able to turn our attention to our 
obligations to our brethren,” he commented 
as he opened the meeting following the 
luncheon. Together with Alexander Karsh, 
of the Keystone Silver Co., a division co- 
chairman, he read the cards for fund- 
raising. 

The quota adopted by the division was 
$100,000 twice what was raised last year 
for the United Jewish Appeal. A total of 
$71,000 was raised at the dinner, but it 
was explained by members of the com- 
mittee that solicitation of those who had 
not yet given to the 1947 campaign would 
be continued until everyone was reached 
and the goal achieved. 

Guest of honor was William Rosenwald, 
a national chairman of the United Jewish 
Appeal and honorary president of the 
United Service for New Americans, who 
described the work of the UJA agencies 
both abroad and in this country. Major 
Abraham Haselkorn, former chaplain and 
veteran of 21 months’ overses service in 
France and Germany, told of the suffering 
and hopelessness he had seen in the DP 
camps. He then painted a picture of hope 
as he explained what was being done by 
UJA agencies in children’s centers and 
sketched the inspiring life of the pioneers 
in Palestine, from which country he has 
just returned. 

One of the highlights of the evening 
came when the chairman introduced 





M. U. M. Salie, Gem Importer 
Now Visiting United States 


M. U. M. Salie, Ceylonese miner and 
direct importer of rare gems, is now in 
New York on a business trip. Mr. Salie, 
who specializes in star sapphires and gem 
sapphires of all kinds, left the United 
States in 1937 intending to return in 1939 
to participate in the New York World’s 
Fair but international conditions at the 
time made the trip impossible. 

Gold Medal and Grand Prize awards 
have been bestowed on Mr. Salie for gems 
and jewels at four world fairs. In 1915 he 
was awarded the Gold Medal at the San 
Francisco Fair; at the San Diego Fair in 
1916 he won the Grand Prize; in 1926 he 
was awarded the Medal of Honor at the 
Sesquicentennial Exposition at Philadel- 
phia, and also received an award in 1933 
at the Century of Progress in Chicago. 

Mr. Salie has already used approximately 
three and a half months time of his six 
months visa. He is staying at the Hotel 
Pennsylvania while in New York. 


FOR NOVEMBER, 1947 


Samuel E. Bernstein, of the National Silver 
Co., as dean of the industry and as a 
famous veteran in philanthropic activity. 
Flanked by his sons, Bernard and Philip, 
Mr. Bernstein made a graceful speech, tell- 
ing of various incidents in his life as a 
business man and as a humanitarian. 

Co-chairmen of the division are Irving 
Cooper, of Elgin Silversmiths; Sidney 
Edelman, of the Manhattan Brass & Cop- 
per Co.; Louis, of Farber Brothers: M. 
Fred Hirsch, of the Hund Silver Co.; Alex- 
ander Karsh, of the Keystone Silver Co.., 
and Jack Orenstein, of the Everlast Metal 
Products Co. 

Associate chairmen are Nathan Fischer, 
Alex Fogel, Adolph Levenson, Louis 
Levine, Irving Miller, Clarence Shlevin, 


and the vice-chairmen, George E. Finn, 
Alfred Lamberg, Jr., Bernard V. Simon, 
Harry Levitz, M. H. Lewin, Samuel T. 
Nirenberg, Milton Schwartz and Pincus 
Weinstein. 

Agencies financed by the $65,000,000 
Greater New York United Jewish Appeal 
are the following: the Joint Distribution 
Committee (including ORT); United Ser- 
vice for New Americans; United Palestine 
Appeal (including Mizrachi Palestine 
Fund); National Jewish Welfare Board: 
American Jewish Congress; Joint Defense 
Appeal of the American Jewish Committee 
and the Anti-Defamation League of B'nai 
B’rith; American Friends of the Hebrew 
University and the Jewish Telegraphic 
Agency. 














When your customer comes shopping for 
a bridal gift beautiful, practical, dignified, 
distinctly personal . . . and modestly priced 
. . . Show her this exquisite Gibson Wed- 
ding Book. 

In pages of heavy vellum paper, it pro- 
vides for a deluxe record which includes 
the Engagement, Family Trees, Guests and 


Gifts, Wedding Day, Certificate, Honeymoon, Anniversaries, etc. Covers of white rayon or 


leatherette. 


Several pages are given to a numbered listing of gifts — and numbers are matched on 
small, white gummed labels in sheets contained in envelope in back cover. Label attached to 


gift, identifies it until acknowledged. 


These superb books, each in gift box of silver board and transparent plastic, retail for $6 
and $7.50 depending upon the cover. Also available bound in silver stamped ivory leather 





cover, packed in white gift box, to retail at $12. 
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of continuing advertising for you. 


These books are beautiful and original. They combine senti- X 
ment with practical value. Durable bindings of white rayon and 
leatherette, stamped and decorated. Pages beautifully hand lettered : 
and artistically decorated to make a record in which the bride will take | 


Send the bride-to-be one of the less expensive 
Gibson Wedding Books as a gift. The fact that this is a 
book she will cherish throughout her lifetime guaran- 
tees lasting good will — and it becomes a unique form A 
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lifelong joy. In quantity they may be supplied imprinted with yourname. ~~ 


There is no better way to win lasting good will, assure future business . . 


prestige for your store. 
We make also a splendid line of Baby Memory Books — and Guest and Gift Books for the 
bride-to-be and the hostess .. . 





excellent items for the jeweler. Write for Catalog JC-9. 


. and build 





C. R. GIBSON & COMPANY 


NORWALK, CONNECTICUT 


PUBLISHERS OF FINE MEMORY BOOKS FOR MORE THAN SIXTY YEARS 
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KNOW 
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ANSWER 


cradled in the 
EARTH... 


fashioned by 
MAN... 


imported by 
STERN! 
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Gems, of course! Dia- % 
monds and colored { 
stones in all shapes 
and sizes to answer 4 
the needs of every | 
working jeweler. Max 
Stern & Co. Inc. im- 
ports them for you 
and keeps a large 
stock at your service! 








IMPORTERS 
117-23 John Street N.Y. 7, N.Y. 






—O 















































Opening of New Markets 


Cut Swiss Watch Exports 


Declaring that exports of Swiss watch 
movements and complete watches to the 
United States will probably dip this year 
to a total of 7,000,000 units, compared with 
the record peak of 9,651,000 units last year, 
Andre Ditisheim, senior partner and presi- 
dent of Ditisheim & Cie., La Chaux de 
Fonds, Switzerland, at a recent press con- 
ference at the Savoy-Plaza Hotel in New 
York, stated he based this estimate on 
figures for the first six months of 1947 
showing shipments of some 3,500,000 units. 

Acting at the request of industry groups 
in Switzerland, Mr. Ditisheim reported, the 
Swiss government has embarked on a pro- 
gram of restricting watch production and 
sales, both as to complete units and sub- 
assemblies. He explained that Switzerland 
has entered into trade agreements involving 
watches for the first time since the war 
with Great Britain, Italy and, indirectly, 
Soviet Russia. Watch exports to Russia, 
Mr. Ditisheim pointed out, will not be on 
direct basis but will be routed through 
“neighboring countries,” principally Sweden 
and Turkey. 

Spain, Hong Kong, Shanghai and Singa- 
pore, as well as Central and South Amer- 
ican countries except Argentina, are other 
areas with which the Swiss government has 
negotiated agreements providing for watch 
exports. 
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Andre Ditisheim, president of Ditisheim & 

Cie, La Chaux de Fonds, Switzerland, manu- 

facturers of Vulcain watches, shows the 

newly perfected wrist alarm known as the 

"Cricket" to Bernard S. Lippman, distribu- 
tor for the United States. 


Mr. Ditisheim emphasized the fact that 
although all of these new markets will 
absorb some of Switzerland’s total watch 
output, the United States remains its prin- 
cipal customer. Watch exports, he stated, 
account for some 30 per cent of Swiss ex- 
ports generally. 

Latest reports from the Department of 
Commerce appear to substantiate Mr. Diti- 
sheim’s statement. Although imports of 
Swiss watches and movements for July, 
1947, totaled 727,006, and was the largest 
for any month so far this year, August im- 
ports totaled 430,255, the smallest figure 





for any month this year. The sharp drop 
in August imports was attributed to the 
fact that workers were on two-week vaca. 
tions during that month. Total imports for 
the first eight months of 1947 aggregated 
4,655,798, compared to the corresponding 
period of 1946, when imports totaled 6, 
901,351. Thus, average watch imports for 
each month of 1947 totaled 581,974, If 
average monthly imports are maintained 
for the last four months of 1947, total im- 
ports should reach approximately 7,000,000 
units. 

Bernard S. Lippman, president, Vulcain 
Watch Co., Inc., local importers and Amer. 
ican distributors for products turned oyt 
by Mr. Ditisheim’s organization, announced 
that first shipments of the new Vuleain 
Cricket wrist alarm would reach several 
hundred retailers by the middle of last 
month. 


This Watch is Crime Clue 
Can You Identify It? 


A 15-jewel Wittnauer waterproof watch 
with stainless steel case, silver dial, and 
luminous hands was found at the scene 
of a homicide in Riverside, Calif., on Sep- 
tember 21. 

The watch is Model 11-D, case No. 
173836, with jewelers scratch mark on the 
inside of case F40841H. 

Can you identify this watch or do you 
know the owner? If so, please wire or 
telephone Jewelers’ Security Alliance, 535 
Fifth Ave., New York, Vanderbilt 6-0324. 
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q Arthur Bauer, president of Arthur Bauer 
Co., Inc., distributors of Era watches, 48 
West 48th St., New York, sailed October 
2 on S. S. Mauretania to visit the factory 
of Era Watch Co. Limited, in Bienne, Swit- 
gerland. Mr. Bauer’s trip will be of one 
month’s duration. 

4 With an excellent showing of members 
and guests, 42 in all, the fall season of the 
New York Chapter of the American Gem 
Society got off to a good start at the first 
fall meeting held on September 30. Dr. 
Ralph J. Holmes gave a thorough talk on 
all kinds of inclusions in gem stones and 
synthetics and their use in identification. 
Color slides were then projected on the 
screen showing plainly inclusions in corun- 
dum, etc. The slides were made by Dr. 
Gubelin of Switzerland and have been used 
by Los Angeles headquarters of the AGS 
with good results. 

Dr. Holmes also demonstrated a new 
model of the Diamolite instrument, show- 
ing off a tray of fluorescent diamonds. The 
surprise of the evening was an exhibit of 
a newly made synthetic star ruby and a 
synthetic star sapphire each exhibiting an 
excellent well-centered star. The members 
eagerly examined both. 


q On October 1, 1947 the retail jewelry 
business of A. A. Shaw and Son, Alfred, 
N. Y., established in 1864, was sold to 
William B. Harrison. The business will 
continue to be operated under same name 
as formerly. 


q Charles F. Hayes, formerly with Bloom- 
ingdale’s for five years as buyer of fine 
jewelry, watches and diamonds, has been 
appointed buyer of all jewelry, watches 
and allied lines for the Spear and Co. 
stores in New York and Pittsburgh, Na- 
thaniel Spear, Jr., president, recently an- 
nounced. 


q J. R. Wood & Sons, creators of Art- 
Carved rings, 215 East 45th St., New York, 
possibly have the next national open golf 
champ right on their sales force. At a re- 
cent game of golf, Oliver Bunce, a salesman 
for the firm, scored an ace on the ninth 
hole and the ball went directly from the 
tee into the cup without touching the 
green, wedging against the flag pole. After 
Mr. Bunce had made the hole-in-one the 
members of his threesome went to the club- 
house to report the feat, instead of finish- 
ing the round. 


q The unveiling of a monument in mem- 
ory of the late Abraham Wolf was held Oc- 
tober 5 at Mt. Hebron Cemetery, Flushing 
New York. Mr. Wolf was an organizer of 
the Metropolitan Retail Jewelers’ Associa- 
tion and served as its first president from 
1918 to 1930. He was also one of the or- 
ganizers of the Executive Board of Retail 
Jewelers’ Associations of New York. At 
the time of his death Mr. Wolf was still 
an active member and treasurer of the 
Metropolitan RJA. He was in the retail 
jewelry business for the past 40 years at 
1996 Third Ave., New York. 
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q Sam Jacobson, chairman of the Trade 
Ethics Committee of the Executive Board 
of Retail Jewelers’ Associations of Greater 
New York and owner of Alper’s Jewelry 
Store, 3023 Third Ave., Bronx, New York, 
was a recent victim of a window smashing 
burglary. His store window was smashed 
and looted of $250 in jewelry. Other mer- 
chants in the same area of the Bronx have 
reigstered similar complaints lately. Mr. 
Jacobson is a three-time victim of the 
window smashers. The condition, mean- 
while, has created a boom for dealers in 
window-protecting gates, with merchants 
rushing to put in their orders. 

q Darling’s Jewelry Stores, Jamestown, 
N. Y., conducted a successful promotion 
recently by offering a 53-piece dinner set 
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at $19.95, advertising it as a $30 value. | 


The firm said it launched the promotion 
to secure 500 new accounts. 


Banquet Committee is Appointed 
At 24-K Club Luncheon Meeting 


The third luncheon meeting of the 
Twenty-Four Karat Club of the City of 
New York, was held on Tuesday, October 
7th at the Waldorf Astoria Hotel. Proof 
of the fact that these luncheon meetings 
have met with member approval was evi- 
denced by the fact that the group present 
at this gathering far surpassed attendance 
figures set at two other previous meetings. 
President William B. Ogush presided and 
after a short address of welcome in which 
he complimented members for their large 
turnout at the meeting he introduced three 
recently elected members: Charles G. 
Brown, Stein & Ellbogen Co., Chicago, IIl.; 
Jesse Mautner, The Mautner Co., Inc., 
New York, and Herbert Cockshaw, New 
York. 


Mr. Ogush also introduced J. Louis Ben- 
net, second charter member of the club, 
Otto D. Wormser, a former president and 
an honorary member of the organization, 
and Jacob Mehrlust, who celebrated his 
70th birthday the previous day, October 
6th, and received hearty congratulations 
from the group. 


The minutes of the previous meeting 
were read by Secretary Alan L. Brown and 
were approved. W. Waters Schwab read 
the Treasurer’s report. President Ogush re- 
ported the resignation of Fred E. Hyatt, 
retired former president of the Keystone 
Watch Case Co., and also announced the 
names of members of the annual banquet 
committee. W. Waters Schwab was ap- 
pointed chairman of the committee and 
Gustav H. Neimeyer was designated hon- 
orary chairman. Other members of the 
committees are: Jerome Agate, Howard W. 
Boynton, Harry J. Bromley, Henry I. Ja- 
cobson, Julius Kaufman, William B. Ogush, 
August O. Packer and Reginald Reichman. 

After the business session of the meet- 
ing was concluded, Mr. Peck of Bell Tele- 
phone Laboratories delivered an interest- 
ing working demonstration of radar. 
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The Originat Handeut sparkling 
star-shaped stones—Genuine crystals 
European hematites, sardonyx, black onyx, 
black and white cameos, Cabachons, intag- 
lios, Ceylon stars, Rubies, Sapphires, Moon 

Stones. 
Crystal star-sapphires and rubies, Alexan- 
drites, cats eyes, Lapis Lazuli. 
STEPHEN VARNI CO. 
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DIAMONDS 
All sizes — All shapes 


Single cut diamonds, from % to 
7 points, for emblems, wedding rings, 
side stunes, etc. 

Swiss cut diamonds, from 3 to 15 
pointers for all kinds of jewelry. 

Full cut diamonds, in small stones 
from 3 to 15 pointers and in larger 
sizes, from 16 points to 2 carats eaebh 
for fine jewelry 

Finest polishing from Palestine 
and Belgium, straight sizes, classi- 
fled qualities. Please ask for our 
new price list, 


576 Sth Ave. 
New York 19, N. Y. 
Longacre 5-3672 
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TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 
Send for Catolog 


277 HALSEY ST 


NEWARK 2, N. J. 
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ENCRUSTERS 


Stone En gravers 


Ruby & Onyx #7 
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Special Orders 


Braunfeld & Mehiman 
108 Fulton St., New York 7, N. Y. 























eContracts @ Receipt Books, etc. 
Samples Sent FREE 


S. J. SURNAMER CO.—370-7th Ave., N.Y. 
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ETERNA 


Makers of Fine Watches Since 1856 
U. S. Agency 


ETERNA WATCH COMPANY 
OF AMERICA, INC. 


580 Fifth Ave., N.Y. _ Bryant 9-8660-8689 











INTRODUCING — 
GEM STONE DRILLERS 


71 Nassau $*#.—CO 7-3374 
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New York 7, N. Y. 


Encrusting for drilling acc'ts only. 

















WATCH MATERIALS— 


Parts for all makes 
Swiss & American watches 


Prompt mail servic: 
Write for Price Lis? C 
DEAN WATCH COMPANY 


116 Nassau S#. New York 7, ® * 
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Many Duties of NEMJ&SA Secretary 


| Assumed by Newly Appointed Aide 


An assistant has been appointed to Ed- 
executive secretary of 
the New England Manufacturers’ & Silver- 
smiths’ Association in the person of George 
Richard Frankovich. 

It is anticipated that with the addition 
of Frankovich to the staff of the associa- 
tion, executive secretary Otis will be able 
to act more or less in an advisory capacity 
and be relieved of many of the more ardu- 
ous activities with which he has been con- 
cerned, Raymond L. Wells, association 
president, said. 

The executive secretary has been back 
at his duties about two months after suf- 
fering a heart attack in the early part of 
May. 

His new assistant has been affiliated with 
the association for nearly two years as a 
member of its industrial engineering divi- 


| sion. 


GEORGE R. 
FRANKOVICH 





He is a graduate of the University of 
Pittsburgh, Class of 1941. Following his 
graduation, he spent a short period in in- 
dustrial service before entering the U. S. 
Army where he served for more than four 
years with extensive service in General 
Patton’s 3rd Army in Europe. He left the 
service with the rank of captain and is 
now a member of the active reserve with 
the rank of major. 

The industrial engineering division of 
which he has been a part has been dis- 
continued as such. It is not the plan of 
the association to discontinue the engineer- 
ing services the division was set up to pro- 
vide, but rather to co-ordinate them with 
the activities of the association. 

In the future the industrial engineers 
will be a part of the association staff and 
will work under the direct supervision of 
the executive secretary and his assistant 
rather than under a divisional head. 





Maurice Adelsheim Announces 
ANRJA Committee Appointments 


The recent appointment of members of 
the American National Retail Jewelers As- 
sociation to committees was announced in 
the last issue of ANRJA Bulletin by Maur- 
ice Adelsheim, president of that organiza- 
tion. 

The committees fall into two groups: (1) 
Convention Committees, which are directly 
related to the conduct of the ANRJA na- 
tional convention itself, and (2) Standing 
Committees, whose duty it is to serve as 
interim groups, keeping in touch with the 





developments within each special fieid and 
reporting it to the Executive Committee of 
ANRJA as the need for special action 
arises. 

Chairmen of the respective committees 
are as follows: Clarence S. Moses, Manag. 
ing Director,Ohio RJA, Auction Ordinance: 
Henry W. Rank, Milwaukee, Wis,, Co. 
operative Advertising; Louis Haimans 
President, New Jersey RJA, Fair Trade 
Bill; Myron Everts, Dallas, Texas, Finance: 
H. A. Goldberg, Portsmouth, Va., Install. 
ment Selling; Erwin R. Fuchs, Milwaukee 
Wis., Insurance; Walter R. Thomas, At. 
lanta, Ga., Intra-Trade Relations; C, |. 
Josephson, Jr., Moline, Ill, Legislative. 
William J. Breckenridge, Hastings, Nebr. 
Membership; Frank L. Mosse, Roanoke, 
Va., Merchandising; H. Victor Paul, Ney. 
ark, N. J., Silver; Wilson A. Streeter, Phil. 
adelphia, Pa., Tax; Sidney L. Stevens. 
Salem, Ore., Trade Diversion; Phineas 
Peters, Brooklyn, N. Y., Trade Marks and 
Qualities, and R. J. Slagle, Houston, Texas. 
Watch. 


Watchmakers Form New Association, 
Elect Officers at First Meeting 


Watchmakers of Mt. Airy, N. C., at. 
tended a two-day meeting August 14th and 
15th at the Blue Ridge Hotel presided over 
by Jack S. Ivers of American Time Prod. 
ucts, Inc. 

The purpose of the meeting was to form 
a local organization, the Northwestern 
North Carolina Watchmaster-Watchmakers 
of America and to elect officers. 

Those chosen to serve were Howard A. 
Monto, Leonard’s Jewelers, president; Cecil 
D. McNeil, Roy’s Jewelry, secretary; Virgil 
D. Jones, Roy’s Jewelry, treasurer, and 
James R. McNeil and Harry S. Burton. 
both of Mt. Airy, and L. Paul Mathis of 
Boonville, N. C., were elected members of 
the examining board. 

All the above named men took the five- 
position test demonstrated by Jack S. Ivers 
and were presented certificates upon suc- 
cessfully completing the test. The group 
will conduct regular monthly meetings. 











LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
| have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
‘Send Me Your Next Package.’’ 

M. J. STERN 

Repairing of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 
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We Do GOLD, SILVER, PLATINUM and 
RODIUM-PLATING at Low Prices 
ALL WORK PROMPT ATTENTION 
GUARANTEED TO MAIL ORDERS 


H. HERSHMAN 


71 Nassau S?#. 


Successor fo 
James Fennell 
Tel. CO 7-4631 New Yor 
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THE CAPITAL 
INITIAL RING 


Fully protected by 
U.S. Patent D 108,628 


Write for illustrated price fist. 
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Truman is Presented with Plaque 
Made, Engraved By Howes & Son 


A gold plated plaque made and en- 
graved by the Southern California Jewelry 
firm, B. D. Howes and Son, was presented 
to President Truman by Santa Monica 
Mayor Mark T. Gates in the recent Wash- 
ingon, D. C. delivery ceremony for “The 
Independence,” luxuriously - appointed 
Douglas DC-6, designed for use of top- 
level government officials. 

The gold plated plaque was fastened to 
a bleached mahogany case containing the 
scroll on which 12,000 Douglas Aircraft 
Company employes placed their signatures. 
The plaque, signed by Donald W. Douglas 





Shown with a gold plated plaque made by 
B. D. Howes and Son, Southern California 
jewelry firm, for "The Independence’, Doug- 
las-made DC-6 Army Air Transport Com- 
mand passenger plane, are (right) Donald 
W. Douglas, president of Douglas Aircraft 
Company and (left) Santa Monica Mayor 
Mark T. Gates, who presented the plaque 
to President Truman in a recent Washington 
ceremony at time of the plane delivery. 


and Mayor Gates, was engraved by Howes 
and Son with the legend: 

“The workers who constructed the spe- 
cial mission C-118, and the people of Santa 
Monica, send greetings to the President 
of the United States, together with the 
earnest hope that this great new airplane 
will serve American and world peace faith- 
fully and well.” 

Howes and Son have one Los Angeles shop 
located at Wilshire and Westmoreland and 
two shops located in Pasadena. Durward 
Howes is former president of the Ameri- 
can National Retail Jewelers Association. 





Pen and Pencil Makers 
Attend Quarterly Meeting 


The fact that the fountain pen and me- 
chanical pencil industry’s sale volume for 
1947 may reach $150,000,000 was advanced 
by Norman L. Pearce, president of the 
Fountain Pen and Mechanical Pencil Manu- 
facturers’ Association. Mr. Pearce, speaking 
at the organization’s quarterly meeting at 
the Stevens Hotel, Chicago, on October 3, 
1947, stated that the estimated volume of 
that industry in 1946 was $200,000,000 to 
$250,000,000. 

Harry G. Horder, president of Horder’s, 
Inc., Chicago, IIl., addressed the members 
on the subject of “Charts and Their Use”; 
J. F. McLennon, of McLennon’s Pen Shop, 
Chicago, spoke on the subject “The Dealer 
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and His Problems”; and Stephen H. Har- | 


rington, assistant to the president of Brown 
& Bigelow, St. Paul, Minn., gave a very 


enlightening report on the export situation | 


as he found it on recent trips to Europe 
and South America. 

Paul E. Burbank, general manager of the 
National Stationers’ Association, delivered 


an interesting address; and Herbert Holt, | 


general secretary of the Stationers’ Asso- 
ciation of Great Britain and Ireland gave a 
friendly message from across the water. 


Harry L. Moody made an interim report | 


on association activities. 


Not the least interesting and instructive | 


was the open forum, at which the meeting 
was given over to a question and answer 
period, in which many members partici- 
pated, and which proved to be a very worth- 
while discussion of industry problems. 
Ivan D. Tefft, of the Parker Pen Co., and 


vice president of the association, presided | 


at the meeting. 





Form Cooperative Organization 


Retail jewelers of Miami Beach, Fla., 
have formed a cooperative organization to 
combat “illegal trade practices.” 


According to George H. Mitchell, execu- 
tive secretary of the merchants’ division, | 


Miami Beach Junior Chamber of Com- 
merce, “the jewelers’ organization will 
wage all-out war against the ‘snow-bird’ 
salesmen who spend winters in Miami 
Beach selling vast amounts of jewelry il- 
legally from their hotel rooms, without 
buying licenses, or paying federal taxes.” 


Mail Us 
Your 
Watch 
Repairs 


Make a profit on our efficient 
wholesale watch repairs . . . work- 
manship absolutely and uncondi- 
tionally guaranteed . . . over 123 
satisfied retail jeweler customers 
certify our fair prices and quality 
workmanship .. . 


OUR SURETY BOND IN- 
SURES OUR INTEGRITY 


NATIONAL 


WATCH REPAIR SERVICE 
NASSAU ST., NEW YORK 7, W. Y. 
VFI, 
LST SEBS 
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FOR TOWN ... 
Sard Theatre Binoculars 342 x 15 










theatre—powerful, yet feather-light and 
very small. Exquisite finish, with silver 
inlay. Fine gift case and smart leather 
carrying case. Lists at $150 plus tax. 






Fine prismatic glasses designed for the ‘# 


Pp : 









These Sard glasses are the newest and finest in binoculars 
...a gift to be cherished for years to come. They are made 
by Square D Company's Kollsman Instrument Division, 
designers of precision optical instruments for aviation. 
They offer an important new merchandising opportunity 
to the jeweler. Write for complete information. 


SQUARE D COMPANY Kollsman Instrument Div., 80-38 45th Ave., Elmhurst, N. Y. 
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AND COUNTRY! 


Sard Sportsman 6 x 20 Binoculars 

Full 6-power binoculars of wide field, 

i yet only 4 the weight and \ the size 

i of the finest conventional types. Take 

— it with you anywhere. Slip into pocket 

2 } fore or handbag. Lists at $165 plus tax. 
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The 
Talk 


of the 
Town 


The whole town’s buzzing 
about the current values at 
Che Gonse of Tobert. Shipment 
after shipment from England 
and the Continent have been 
arriving at the lowest prices 
in years. The entire House of 
Tobert building is bristling 
with select pieces of antique 
and modern silver, Victorian 
plate, Sheffield reproductions, 
bric-a-brac and other objects 
of art at prices slashed from 


25%, to 50%. 





Old Sheffield Plate-candelabra en 
suite comprising 4 sticks and pair 
of candelabra. Made by Matthew 
Boulton, Sheffield, England — circa 
1820. 


We are importers for the trade. 
* Antique English Silver 
* Old Sheffield Plate 
- Victorian Plate 


* Sheffield Reproductions 
Produced in our English 
Factories 

¢ Bric-a-Brac 

* China « Glassware 

* Objects d'Art 


BOG 


Symbol of authentic Sheffiald 
reproductions made irom 
our original antique dies. 


L. TOBERT CO., Inc. 
22 West 55 St., N.Y. €. 


Circle 7-2430-| 


Correspondence Invited 
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A. Sverdlik Heads Jewelry Division 
In Jewish Philanthropies ‘47 Drive 


Aaron Sverdlik of Robinson and Sverd- 
lik, has again accepted the chairmanship 


| of the Jewelry Division of the Federation 


of Jewish Philanthropies of New York, it 
was announced yesterday by Victor 5S. 
Riesenfeld, Chairman of the 1947 campaign. 

It was announced at the same time that 
the principal event of the industry’s par- 
ticipation in Federation’s drive for $15,- 
000,000 for 116 health and welfare agencies 
will take the form of an Industry dinner 
to be held on Tuesday evening, December 
2nd, at the Essex House. Henry Lambert of 
Lambert Bros., Inc., is chairman of the din- 


ner committee while Alex H. Arnstein of 
' Arnstein Brothers & Co. is Treasurer. 





In accepting the chairmanship, Mr. 
Sverdlik declared that he was proud to 
serve once more in so worthwhile a cause 
as Federation. He added: “It will be a 
pleasure to cooperate once more with my 
friends in the jewelry industry. Over the 
years, they have established an enviable 
philanthropic record and have contributed 
in great measure to the support of Feder- 
ation.” 

Among those associated with Mr. Sverd- 
lik on the Executive Committee of the 
Jewelry Division are the following: Alex- 
ander E. Arnstein of Arnstein Bros. & Co.; 
M. Fred Cartoun of Longines-Wittnauer 
Watch Co.; Benjamin Eichberg, of Eich- 
berg & Co.; Colonel Harry D. Henshel, of 
Bulova Watch Co., 1946 Chairman of the 
Jewelry Division; Stephen W. Hofman, of 
Diamond Distributors; David Kay; Henry 
L. Lambert of Lambert Bros.; Benjamin 
Lazrus, of Benrus Watch Co., Secretary of 


| Federation; Jacob H. Schaeffer of Shiman 


Bros. & Co.: H. James Stern of I. Stern & 


_Co., and Milton Weill. 





Mr. Sverdlik called upon the Jewelry 
Division to give him the same quality. and 
quantity of cooperation which they gave 
him in the past, because, he said, “Federa- 
tion must have more to meet increased 
costs and needs.” 

He pointed out that in addition to the 
increased cost of services, Federation rend- 
ers to 350,000 men, women and children 
of all races and creeds in this city, the 
Federation network has been enlarged by 
the addition of the Loeb Memorial Home 
for Convalescents and Maimonides Hospital 
in Brooklyn, created by the merger of Beth 
Moses and Israel Zion hospitals. 


- — ——— 


Salt Lake City Watchmakers Guild 
Hear Report on UHAA Convention 


Friday night, October 3, Secretary 
Hagans addressed the Salt Lake City Watch- 
makers’ Guild at a special meeting. Ap- 
proximately 75 watchmakers were in at- 
tendance to hear a report of the recent 
national UHAA convention. 

Great interest was manifest in Secretary 
Hagan’s remarks regarding the accelerated 
membership program and in the already- 
launched plan for UHAA examination and 
certification of students and watchmakers. 
His remarks in regard to the general in- 


dustry outlook were also followed with 
much interest. 

Salt Lake City Watchmakers’ Guild was 
organized a year ago and patterned after 
the model recommended by the national 
association and with UHAA’s assistance. 

This guild presented a bill to the Utah 
legislature at its last session, but failed to 
secure legislation due to lack of a state. 
wide organization. Steps to overcome this 
weakness are now being taken by the prac. 
tical and forward-looking officer personne] 
of this organization. That they have ade. 
quate support from the rank and file js 
indicated by the fact that attendance js 
never below 40 or 50 at the monthly meet. 
ings. 

Following Hagans’ address, the special 
meeting was entertained by a performance 
of magic. 


Annual Meeting of Illinois RJA 
Planned for Early Part of 1948 


In a recent bulletin of the Illinois Retail 
Jewelers’ Association members of that or- 
ganization were informed that the board 
of directors, acting through the committees 
appointed to handle the proposed mid-year 
meetin,g had called it off, and planned in- 
stead on holding a more comprehensive and 
complete annual meeting sometime in late 
January or early February. The board is 
scheduled to hold a meeting soon to discuss 
the plans and the program. 

The proposed mid-year meeting was can- 
celed when one place tentatively engaged 
was found unavailable, and a diligent 
search for another was in vain. 

















REPAIRS and PLATING 
in GOLD and SILVER 


29 Years of Continuous 
Service to the Trade 
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HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED . 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 
Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 


17 West 45th St. New York 19, N. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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NebraskaWatchmakersApprove Dues!ncrease 


ToMeet Accelerated UHAA Membership Drive 


Unanimously gearing the pace of their 
activity to that of the National Association, 
100 members of the Horological Associa- 
tion of Nebraska at their 1947 annual con- 
vention, approved a dues increase to meet 
the new UHAA accelerated membership 
program. 

The two-day convention opened Satur- 
day night, September 27 at the Hotel 
Stratton, Grand Island, Neb., with a stag 
dinner. 

Registration started at 9:00 a.m. Sunday, 
September 28, and the first business ses- 
sion began at 10:00 a.m. State President 
Frank Nosker opened with his annual re- 
port. This was followed by the financial 
report given by state Secretary-Treasurer 
Wayne Witt. 

Election of officers for the year 
followed with Frank Nosker, president; 
Ashley W. Conger, first vice-president; and 
Wayne Witt, secretary-treasurer, all re- 
elected. In line with the recent National 
organization’s resolution requesting that 
state secretaries also serve as state trustees. 
Mr. Witt was designated Nebraska state 
trustee by the membership. 


new 


The morning session concluded with an 
address by L. B. Stalleup, Henry Paulson 
& Co. representative. 

Reconvening at 2 o'clock, the delegates 
heard reports from guild delegates. This 
was followed by a report of the Nationa! 
convention by UHAA National Executive 
Secretary O. R. Hagans. He described in 
the accelerated mem- 
bership program plans approved at the 
and the  soon-to-be-launched 
UHAA examination and certification plan. 


considerable detail 


convention 


Following his address the delegates took 
action on three resolutions before the con- 
vention, The most important unqualifiedly 
endorsed the National program by voting 
a dues increase to meet the costs of in- 
creased activity on both a state and na- 
tional scale. 
covered an amend- 
ment in the state constitution and by-laws 


Other resolutions 


to enable the organization to accept asso- 
ciation contributions. 

The final resolution was a vote of ap- 
preciation to J. H. Bryans of Hastings, Ne- 
braska for his long cooperation and asso 
ciation with Nebraska watchmakers and 
for his 60 years service to the science of 
horology. 

Substantiating his talk with a number 
of very informative and interesting siatis- 
Raymond Tillotson of the United 
States Apprenticship Training Department 
discussed the present operation of the ap- 
prenticeship program in the skilled trades. 


tics, 


A great many watchmaker’s wives were 
present at the meeting, and a strong plea 
for the formation of a ladies auxiliary was 
made. Considerable enthusiasum greeted 
this proposal. Those interested were ad- 
vised to get in touch with Mrs. J. E. Cole- 
man, 64 Arcade, Nashville 3, Tennessee, 
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who directed a similar organization in the 
past. 

The Hamilton Watch Company’s film, 
“What Makes a Fine Watch Fine,” was 
shown. 

Final address on the afternoon program 
were given by William “Bill” Brandes, 
General Manager; and Elmer Jurs, super- 
intendent of all assembly at the Lincoln 
plant of the Elgin National Watch Co. 

A banquet and a showing of a film, “A 
Trip Thru a Swiss Watch Factory” show- 
ing the manufacture of the Lonville Watch, 
concluded the 1947 convention. 


o-—-—- —_— 


Wholesale Sales Decrease 21°%, 


Jewelry wholesalers’ sales were 21 per 
cent lower in August, 1947, than during the 
same month of 1946, according to data 
from 174 firms throughout the New En- 
gland, Middle Atlantic, East North Central, 
West North Central, South Atlantic, West 
South Central, Mountain and Pacific Coast 
states. Sales were 49 per cent lower in 
August than during the preceding month 
of July. 

Comparing the first eight months of 1947 
with the corresponding period of 1946, 
jewelry wholesalers’ showed a de- 
crease of 23 per cent. 


sales 














Match Diamonds 


| match stones 

to any size and 

in any quantity. 
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Speedy On-Approval Service 
Wire Collect 


VWWVeinners 


DIAMOND COMPANY, Inc. 
580 Fifth Ave., New York 19, N.Y. 
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NEW HERMES PORTABLE. 
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13-19 UNIVERSITY PLACE 
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CAN YOU ENGRAVE THEM 


IN 20 MINUTES? 








See Page 65 
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A COMPLETE 
PORTABLE POWER 
WORKSHOP 


The New Improved 


CASCO 
ELECTRI-CRAFT 


The greatest value ever offered in 
the power tool field. A packaged unit 
consisting of an electric hand power 
tool, finely engineered, precision made, 
and designed especially for the needs 
of the amateur as well as the profes- 
sional craftsman. 
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EXCLUSIVE ; j . Ey :. 
FINGER Grip Gaew 







SPECIAL 
$15.00 


$31.75 VALUE IF 
PURCHASED SEPARATELY 


KIT INCLUDES 


CASCO POWER TOOL, 36 ACCESSORIES, 
DUAL-USE STEEL CHEST AND INFORMA- 
TIVE INSTRUCTION BOOKLET. 


Sturdy steel chest, walnut finished. Tool 
tray removable. Roomy lower compartment 
for prints, other tools, materials. Strong 
snap catch. Chest size 14'' wide, 7'' deep, 
4'/2"" high. 


36 Accessories as follows: 3/32'' and ',"' 
Collets, Wrench, 6 mounted grinding stones, 
3 drills, 3 steel cutters, saw, 4 mandrels, 
5 abrasion discs, felt buffer wheel, 3 rubber 
bonded polishing wheels, 3 brushes, crimped 
wire cleaning and etching brush, dressing 
stone, muslin buffer. 


JOS. B. BECHTEL & CO., INC. 


Wholesale Jewelers 
Established 1894 


729 SANSOM STREET 
PHILADELPHIA 6, PA. 
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Department of Horology Planned 
For Weber State College in Utah 


Responding to a call to the National As- 
sociation of Horological Schools and the 
U.H.A.A. by the Utah State Department 
of Vocational Education for assistance and 
advice in setting up a department of hor- 
ology in one of the state colleges, Execu- 
tive Secretary of both organizations, O. R. 
Hagans, met October 2 and 3 with state 
education officials in Salt Lake City. 

He presented a curriculum and a sylla- 
bus which were adopted by th2 school’s 
advisory committee composed of local 
watchmakers and jewelers, headed by Dick 
Sorensen, president of the Salt Lake City 
Watchmakers’ Guild. Other advisory com- 
mittee members are: Reed Mickelsen, man- 
ager of the Anderson Jewelry Store; Abe 
Freshman, national jobber; Mr. Dahlin, 
Ogden jeweler; and William McConahays, 
jeweler, who will serve as the committee’s 
secretary. 

The course planned for resident students 
only is a two-year prep course with a 30- 
hour week. The daily schedule will be 3 
hours laboratory, 1 hour lecture and 2 
hours for mathematics, English and related 
subjects. 

Faculty directors of the Weber State Col- 
lege, Ogden, Utah, of which the horological 
school will be a part, are: L. E. Peterson, 
Director of Vocational Education; Mr. Lar- 
son, Superintendent of Vocational Educa- 
tion; Dr. Clark, of the College staff, and 
Mr. McCormick, instructor. 

McCormick, who passed a qualifying test 
given by Mr. Dahlin most satisfactorily, 
plans to visit Denver and the American 
Academy of Horology soon to acquaint 
himself with the details of horological 
school operation. 

Enrollment will be limited to 20, and it 
is believed that the school will have the 
enthusiastic support of the State’s watch- 
makers. 


Annual Meeting of New Jersey RJA 
Is Scheduled for November 23rd 


The tentative date set for the annual 
meeting of the New Jersey Retail Jewelers 
Association is Sunday, November 23, 1947. 
The affair will be held at the Essex House 
in Newark. 

The organization is holding an annual 
meeting because they held their annual 
convention last May. President Louis Hai- 
mann will deliver his final report to the 
assembly. Other speakers scheduled to 
speak include a representative of the New 
Jersey Tax Department, who will discuss 
the proposed State tax, and also a speaker 
on diamonds and the De Beers Syndicate. 
Since the association’s by-laws do not per- 
mit a president to hold office for more than 
two years, new officers will be selected after 
the business session is concluded. 








Luncheon Meeting of Jewelers 


Hear Secretary of NCCJ Speak 


Saying that tolerance and understanding 
had become one of the major subjects of 
popular interest throughout the country, 
Dr. Henry Noble MacCracken, General 
Secretary of the National Conference of 


Christians and Jews and former Presiden 
of Vassar, attributed this to the Confer. 
ence’s activities during the past 19 years 
Dr. MacCracken spoke to a luncheon meet. 
ing of jewelers at the Waldorf Astoria, ang 
was introduced by W. Waters Schwab 
President of J. R. Wood & Sons. 

Dr. MacCracken pointed to a number of 
books on the best seller lists, to scores of 
magazine articles, to one of the curren 
Broadway hits, to a popular movie of the 
day, to hundreds of newspaper articles and 
editorials, and to the hundreds of millions 
of listener impressions that are being 
achieved by radio, through the Group 
Prejudice campaign of the Advertising 
Council. He said that a good deal of this, 
for example the Ad. Council campaign, was 
directly and explicitly instigated by the 
National Conference, and that the remain. 
der stemmed at least indirectly from the 
same source. 

He also described the work that is being 
done by the NCCJ Commission on Educa. 
tion, and said that three important peda- 
gogical works would be off the press 
shortly, based on studies subsidized by the 
National Conference. 





Internal Revenue Collections Down 


Internal Revenue collections of the 20 
per cent retailers’ excise tax on jewelry 
for August, 1947, amounted to $14,359,267.05, 
This represented a decrease of $3,433,839.83 
under collections for August, 1946. 

August collections showed a decrease of 
$4,283,927.71 under those for July, 1947, 
when collections reached $18,643,194.76. 

















Earrings in various patterns in 14 KT 
Green and Red Gold 

St. Christopher Key—I14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 

Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes; Ear- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and nam- 
el Novelties, tncluding 
Vanity, Ctgaraette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Ine. 
Manatactarers 
64 West 48th Street 
New York 








THE JEWELERS’ CIRCULAR-KEYSTONE 











‘nt 
er: 
rs, 
et: 
nd 
b, 








Announce Appointment 


Of NWJA Committees 


R. Dix Edwards, president of the Na- 
tional Wholesale Jewelers’ Association re- 
ently appointed personnel to serve dur- 
ing the coming year on the following com- 
mittees. The chairmen and members 
of the committees are anxious to be of 
every possible assistance to members. In 
order that they may cooperate with the 
membership to the greatest possible ex- 
tent, members are asked to send the com- 
mittees suggested activities and problems 
to which they believe attention should be 
given. President Edwards is an ex-officio 
member of all committees. 


Committee on Federal Legislation and 
Taxes: Chairman — John Fisher, 
Hurlburt & Sons, Philadelphia, Pa.; A. 
Bluestein, Bluestein Co., Inc., Washins- 
ton, D. C.; George H. Davis, North Coast 
Jewelers, Seattle, Wash. : A. Cc. Becken, 
Jr., A. C. Becken, Jr., Chicago, Ill, and 
M. A. Callaway, Ewing Bros., Atlanta, 


Ga. 

Representative on Jewelry Industry Tax 
Committee: Milton Freudenheim, Freuden- 
heim Bros. Inc., New York, N. Y. 

Membership Committee: Chairman — 
Frank J. Heyne, Heyne & Groves, Inc., 
Toledo, Ohio; Arthur F. Allen, Morgan & 
Allen Co., San Francisco, Cal.; Abraliam 
Braude, Emil Braude & Sons, Chicago, 
Ill.: Robert J. Seifert, The Albert & Settert 
Co., Ine., Cincinnati, O., and Joseph Luria, 
L. Luria & Son, Inc., New York, N. Y. 


Committee on Jewelry Industry Cownr- 
cil: Chairman—James H. Hetzel, Ejisen- 
stadt Mfg. Co., St. Louis, Mo.; William 
Ansen, Louis Aisenstein & bros., Inc., 
New York, N. Y.; I. Behrstock, I Behr- 
stock Co., Los Angeles, Cal.; Charles A. 
Moore, Moore-DeGrazier Co., Dallas, 
Tex.; J. T. Montgomery, M. A. Mead & 
Co., Chicago, Ill.: Harry E. Baumohl, 
U. S. Jewelry Co., Inc., Baltimore, Md., 
and Albert E. Freyer, The Samuel Wein- 
haus Co., Pittsburgh, Pa. 


Committee on Watches: Chairman—J. 
M. Montgomery, M. A. Mead & Co., Chi- 
cago, Ill.; William Ansen, Louis Aisen- 
stein & Bros., Inc., New York, N. Y.: 
P. A. Rowe, A. I. Hall & Son, San Fran- 
cisco, Cal.; Harold J. Eberle, A. C. 
Becken Co., Chicago, Ill.; Harry Green- 
wold, Harry Greenwold Co., Cincinnati, 
Ohio, and Consultant—L. F. Halligan, 
Hamilton Watch Co., Lancaster, Pa. 


Committee on Jewelry: Chairman— 
Charles A. Moore, Moore-DeGrazier Co., 
Dallas, Texas; Jacobs, The 
Jacobs Sons Co., Cincinnati, Ohio; Lawr- 
ence F. Percival, Jr., D. C. Percival & 
Co., Inc, Boston, Mass.; Ed Sickles, M. 
Sickles & Sons, Inc., Philadelphia, Pa. ; 
Charles E. Thistle, Woodstock - Hoefer 
Watch & Jewelry Co., Kansas City, Mo., 
and Consultant—George A. Ingleby, The 
Hadley Co., Inc., Providence, R. I. 


Committee on Silverware: Chairman 
—H. B. Tagg, J. W. Johnson, Inc., New 
York, N. Y.; John A. Goll, Baldwin-Mil- 
ler Co., Indianapolis, Ind.; C. W. Knights, 
The Ball Co., Chicago, Ill.: Donald S. 
Gautherat, The E. H. Pudrith Co., Inc., 
Detroit, Mich.: M. D. Lumbard, The M. 
A. Lumbard Co., DesMoines, Iowa, and 
Consultant Craig D. Munson, Interna- 
tional Silver Co., Meriden, Conn. 


Committee on Clocks: Chairman—Wil- 
lard A. Phillips, Geo. Phillips & Co., 
Scranton, Pa.: Victor Burdick, The H. 
7. Burdick Co., Cleveland, Ohio; Earl 
Livingston, Benj. Allen & Co., Ine., Chi- 
cago, Ill.; J. F. Mansfield, J. F. Mansfield 
Clock Co., Ine., New York, N. Y.: Jo- 
seph P. Byrne, J. P. Byrne & Sons Co., 
Omaha, Neb., and Consultant — E. : 
Greene, General Time Instruments Corp., 
New York, N. Y. 


Committee on Diamonds: Chairman— 
EK. Huesgen, Bauman-Massa Jewelry 
Co., Inc., St. Louis, Mo.; E. A. Kiger, C. 
A. Kiger Co., Kansas City, Mo.; Julian 
G. Schwab, A. G. Schwab & Sons, Inc., 
Cincinnati, Ohio, and Consultant—Henry 
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Jacobson, Jacobson Bros. Diamond Corp., | 


NM. Zug Bee Be 


Committee ou Appliances: Chairman— 
Theodore Gorenflo, Jr., The Gorenflo Co., 
Detroit, Mich.; Howard E. Bohlander, 
A. C. Becken Co., Chicago, Ill.: Joseph 
M. Salwitz, A. Cohen & Sons Corp., New 
York, N. Y¥.; Henry Lendman, I. Alberts’ 
Sons, Inc., Boston, Mass.; David Jacoby, 
Aisenstein & Gordon, Inc., Philadelphia, 
Pa., and Consultant—E. K. Ploner, Sun- 
beam Corp., Chicago, Il. 


Material and Supplies Committee: 
Chairman—M. A. Callaway, Ewing Bros., 
Atlanta, Ga.; Stanley O. Jacobs, Stanley 
O. Jacobs Co., Los Angeles, Cal.; Leo S&S. 
Bauman, Bauman-Massa Jewelry Co., 
Inc., St. Louis, Mo., and Consultant— 
Ted Lampert, M. J. Lampert & Sons, 
Inec., New York, N. Y. 





In response to numerous requests, 
N. W. Ayer & Son, Inc., has prepared 
a lecture on diamonds for use by 
jewelers who have occasion to ad- 
dress women’s clubs, luncheon clubs 
and similar groups. It is accom- 
panied by suggestions for guidance of 
the jeweler in delivering the lecture 
and by a set of outline cards for 
those who prefer to speak from mem- 
ory. The “kit” is the work of Gladys 
Babson Hannaford, whose diamond 
lectures are well known to jewelers. 
It may be obtained by writing to 
N. W. Ayer & Son, Inc., 30 Rocke- 
feller Plaza, New York 20. N. Y. 
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Harry B. Mahan Co. 


Jewelry Box Division 
320 W. South St. 


Indianapolis 4, Indiana 
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95 Bedford Street 


NEWLY prepared complete installation 
lists of equipment and supplies for: 

Gold Casting 
Silver Casting 


e Oldest established Precision 
Investment Casting Equipment 
and Supply organization, 


ALEXANDER SAUNDERS & CO. 


Successor to J. Goebel & Co. Est. 1865 
PRECISION CASTING EQUIPMENT and SUPPLIES 


| BEekman 3-6050 





The BIG News is 


ROLLING MILLS 


Compound geared, com- 
bination power driven, 
flat and square wire roll- 
ers. Also hand driven flat 
and wire mills. 


PROMPT DELIVERY 


Send for descriptive circular and price list 


White Metal Casting 
Platinum Casting 


New York City 14 


Cable Address HOWDAH 
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FINE STERLING 
HOLLOWWARE 


and 
AUTHENTIC ANTIQUE 
REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 


co. 











Seid ealy direct te Retatiors 
WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 
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A superior polish® «ay 
~- made by silver- § 

smiths for jewel-F, 
ers’ use and resale. | 


REED & BARTON ‘ 


--4 mum lots. 


Summetalic 
14 kt. Gold on Sterling and 
STERLING SILVER JEWELRY 


SlolloMechia-lammicMea-tielll ie: 


W. E. RICHARDS CO. 


ATTLEBORO, MASS. 





™ 4 Freight prepaid in 
)4the United States 
“in specified mini- | 





GEMOLOGY — DIAMONDS 


The only complete course in gemology, 
the science of all gemstones. Courses in 
all jewelers' merchandise except watches. 
Available under G. |. Bill of Rights. 


GEMOLOGICAL INSTITUTE OF AMERICA, Inc. 
Dept. J-!{ 541 S. Alexandria, Los Angeles 5, Calif. 











PRICE TICKETS. Wy 
DISPLAY CARDS wh 


A complete Display Service. Yours on a 
silver plotter for only $7.90 a month 
Write for c 30 day FREE TRIAL. 


EDWIN FREED, INC. 
1233 SIXTH AVE. * NEW YORK 19, N. Y 
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q Boston evening classes of the Gemologi- 
cal Institute of America closed on October 
7th, with plans under way, according to 
Miss Elizabeth Brown, conductor of the 
courses, to start other classes shortly. 
Twenty-three completed the course, said 
Miss Brown, who is representing the Insti- 
tute with a complete line as sales represen- 
tative demonstrating the latest gem-testing 
instruments, now available to all jewelers. 
Miss Brown may be reached at 71 Avon 
Hill St., Cambridge, Mass. 

q Members of the Boston Jewelers Club 
held their fall “Beefsteak Dinner” in the 
Salle Moderne of the Hotel Statler on Oc- 
tober 11, with an impressive turnout of 
members, and a superfine floor show fol- 
lowing the dinner. 

q Annual meeting of the Boston Jewelers 
Club will be held at the Parker House on 
November 14, preceded by a buffet sup- 
per. Election of officers will take place at 
that time, and plans will be laid for the 
60th annual banquet of the Club to be 
held at the Hotel Statler on February 7th, 
1948. 

q Officers and members of the Board of 
Directors of the Diamond Peacock Club 
met in Boston on September 29 to com- 
plete plans for the November meeting 
which will be held November 28, the day 
after Thanksgiving, at the Copley Square 
Hotel. Election of officers will take place 
at that time. Plans also were made for 
the annual dinner-dance which will be held 
on Saturday, February 21, at the Hotel 
Somerset. 

q Members of the Boston Jewelers Bowling 
League are rolling harder than ever this 
year to make their 25th anniversary one 
of high scores. The season has not pro- 
eressed far enough to pick any winners 
yet, but the competitive spirit expressed 
bids fair to make the final scor2s civsc. 

q Late summer and fall vacations have 
combined largely with fishing trips among 
many jewelers. Richard T. Marsha!l, 902 
Jewelers Building, reports good bass fish- 
ing at his summer place in Hummarock. 
Roy L. Spring, 706 Jewelers Building, is 
back from an airplane trip to fishing 
grounds in New Brunswick and Nova Sco- 
tia, where he witnessed the championship 
tuna-fishing tournaments among British, 
(merican, and Cuban teams, and found 
that while the weather was not suitable for 
tuna fishing, he did go blue-fishing and 
got “Ten beauts.” 

q Several increases to the staff of Mahar 
& Engstrom are noted as the rooms in 
406-7 Jewelers Building show added ac- 
tivity: Theresa Griffin in the materials de- 
partment, formerly with Henry Kamlot 
Co.; Alice Oliver, materials, formerly with 
Swartchild & Co.; and Robert Doherty, 
shipping room, formerly with D. C. Per- 
cival Co. Miss Rita Lanni also has joined 
the materials staff. 

¢ W. C. Kirk, formerly with Hollis S. 


Howe, Concord, Mass., has opened a store 


* * 
' of his own in the same town. 


NEW ENGLAND 


q Frank Pimentel has opened a new store 
in Hudson, Mass. 

q Another Paul’s Jewelry Store has been 
opened in Dover, N. H., by Samuel B. 
King. 

q In the line of jewelry store expansions, 
Everett Scannell, Lawrence, Mass., has taken 
over the store next door, and doubled his 
floor space, with formal opening planned 
soon. 

q A third unit has added to the 
Peterson's, Inc., chain, at 6 Medford St., 
Arlington, Mass. The other stores are in 
Needham and Roxbury. 

q John Perry, 817 Washington Building, 
has added a new line of antique jewelry, 

€ Miss Margaret Laverty, secretary in the 
Norling & Bloom Co., Washington Build- 
ing was married recently to Paul Rallo. 
Mrs. Rallo will continue with the Norling 
& Bloom firm. 

q Fred Faller, watch repairman for Bige- 
low-Kennard Co., for years, is now with 
Clifton B. Lund, 222 Clarendon St. 

q M. C. Jewell Co., Newtonville, has en- 
larged and renovated its quarters. 

q Mrs. Ella Bird is back at the Smith-Pat- 
terson Co. after an extended illness. 

q John K. S. Mills, 901 Jewelers Build- 
ing, is also back on the job after a long 
illness and operation. 

q Snappy new wall cases and display coun- 
ters have been added in the Jacob Joftes 
quarters, 907 Jewelers Building. 

4 Mrs. Rose Marshall of Travis, Farber 
Co., 909 Jewelers Building, won first prize 
recently for married women on the hair-do 
exhibited at the New England Hairdress- 
ers Convention, Hotel Statler. 

q Miss Bess Raymond of William J. Orkin, 
1003 Jewelers Building, has just become 
engaged to Hyman Hershman, medical 
student in Philadelphia. 

q Two salesmen, with I. Alberts’ Sons, Inc., 
8th floor of the Jewelers Buildiag, have 
now taken to the road covering within a 
50-mile radius of Boston. They are Jack 
Margolis and Harold Price. 

q Sherman F. Shatz, gemologist with Louis 
F. Guiness, 711 Jewelers Building, recently 
became engaged to the bookkeeper, Char- 
lotte Koch, and it now looks as though 
the firm would lose its second bookkeeper 
to Cupid within two years. 

q Richard T. Marshall, 902 Jewelers Build- 
ing, recently renovated his quarters, adding 
new lighting fixtures and cases. 

q Carl Lawton of the E. H. Saxton firm, 
and for many years Secretary of the Bos- 
ton Jewelers Club, delights his store asso- 
ciates with gorgeous bouquets of hybrid 


been 
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LAPIDISTS 


Specializing in Synthetic Rubies 
and Blue Spinels 
BUFF TOPS — CABACHONS 
PEAR SHAPES — FACETS 
Sizes Cut to Your Specifications 


MUKAI & CO. 


217 East 97th St. New York 29, N. Y. 
SAcramento 2-3477 
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tea roses which he raises at his place in 


~ 
Hingham. The “last rose of summer 
from Carl’s garden, 


promises to come 
where his 72 plants, protected from the 
frost, are doing well this fall. 

q Henry W. Chadwick, for years a clock 
and watch maker at 40 Bromfield Street, 
has retired and gone to Florida to live. 
qW. A. Gons, watch repairer in Pea- 
body Square, Peabody, Mass., has just ex- 
panded his place, adding a new line of 
jewelry. 

q Mrs. Gertrude Wilson, the former Miss 
Fennelly, of Swartchild & Co., 502 W ash- 
ington Bldg., is back to work after her 
honeymoon in New York City. 

q Herbert E. Doten, of Lewiston, Maine, 
died recently. 

q Samuel Adelson, of Adelson Brothers, 
Holyoke, Mass., died August 4, 1947. 

q Ernest Miltimore of Skillin Co., Port- 
land, Maine, died Sept. 16. 

q Among out of town visitors in Boston 
recently were: Arthur Price, Westfield, 
Mass.: Mr. and Mrs. Burt W. Howland of 
Brandon, Vt.; Mr. and Mrs. Ralph Van 
Gelder of Burlington, Vt.; and “Teddy” 
Michels of Southbridge, Mass. 

q A new school for watch repairers, known 
as the New England School of Watch Re- 
pairing, has just been opened this fall at 
25 Huntington Ave., Boston, with Carl W. 
Anderson of Quincy, as Director. Asso- 
ciated with him are Albert Schofield, Man- 
ager, and Julian Porter, Purchasing Agent. 
The school has a good initial enrollment, 
and comprises three rooms, one large shop, 
and two offices. 

q Frank Dunbar, ex-G.I., has joined the 
shipping department of the Herbert W. 
Stranger Co., 305-6 Washington Building. 
q Mr. and Mrs. M. L. Hinckley of Mid- 
dleboro, Mass., recently visited their son 
in Hartford, Conn. 

q Mr. and Mrs. Edmund L. Beeley of 
Lowell, Mass., have just returned from a 
visit to their son. 


q H. C. Lawson, 410 Jewelers Building, is 
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the coupon 
and I’ll SEND 
you this month’s 
beautiful SHOW CARD 
and PRICE TICKET 
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30 DAY FREE TRIAL 
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Send this month’s Display Service selling 
for $7.90 a month on a 30 DAY FREE TRIAL, 
EXPRESS CHARGES COLLECT. 





SIGN 


Attach this coupon to your letterhead and mail TODAY. 


Cdwin Freed .... 


1233 SIXTH AVE., NEW YORK 19, N. Y. 
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back from a summer’s vacation at his 
place in South Deerfield, N. H., where he 
successful with a large vegetable 


was 
garden. 

q A newly formed organization is an- 
nounced, Ross-Taylor, 717 Washington 


Building, a combine operated by Louis 
Rosenblat in the diamond business in Bos- 
ton for 35 years, and George D. Taylor, 
just out of five years’ service with Uncle 
Sam’s armed forces. 
q Mr. and Mrs. O. G. Robey of Lowell are 
back from a vacation in Buffalo, N. Y. 
q Miss Clara Jackson, associated with 
Charles Miller, Quincy, has been on a va- 
cation trip to Montreal, Canada. * 
q Poliquin’s Jewelry Store, Lewiston, 
Maine, has moved to a new location in that 
city. | 
q Sandler’s of Gloucester have opened a 
new store in Dover, N. H. 
q Appropriately enough, as a “first step” 
in an extensive modernization program, 
the 125-year-old A. Stowell Co. firm is 
building a new flight of steps to its new 
second-floor Giftware Section. By way of 
marking its 125th anniversary, Stowell’s 
has held a special display of silver spoons 
dating from 1760, craft by Moulton’s 
of Newburyport, predecessors of Towle 
Manufacturing Co., silversmiths. 
q Willis A. Goode, for the past 24 years 
with the watch department at Smith-Pat- 
terson Co., has gone to Florida, and will 
travel for the firm in Georgia, N. C., and 
South Carolina. Hugh Matheson, of the 
watch department, recently returned from 
a two weeks’ vacation in the deep woods 
of Canada. Don Reaves, also of Smith-Pat- 
terson, is enjoying a fall vacation. 
q M. H. “Gus” Gustat has just transferred 
from the 505 Washington St. store of Kay 
Jewelry Co. to their 594 Washington St. 
store, where he is now associated with 
David Feiner. 
q Mrs. Lila Sleeper of A. L. Sleeper’s 
store, Exeter, N. H., has just returned 
from a vacation in Virginia. 
q Irving Green of Lux, Bond, & Green, 
Hartford, Conn., and Mr. and Mrs. W. C. 
Schwind of Rumford, Maine, were recent 
guests of Bernie Smith of Smith & Zaff, 
Jewelers Building. 
q Murray Sherman, formerly with Plati- 
num Products, New York City, has joined 
the sales staff of Elgin Watch Co., repre- 
senting them in the New England ter- 
ritory. 
q Mr. and Mrs. Philip Brault of Montpe- 
lier, Vt., enjoyed a vacation trip on the 
Saguenay River, Canada. 
q Lynwood Cross of William Cross & Son, 
Portland, Maine, has just returned from 
a visit to his brother-in-law, Leonard Paine, 
formerly associated with him in business 
in Portland. 
q Bernie Smith, of Smith & Zaff, Jewel- 
ers Building, visited the Rochester Fair re- 
cently with Louis Lemay of Manchester, 
where they saw a new line of snake charm- 
ing demonstrated. 
q Mrs. S. H. Grono of East Milton has 
been ill and undergoing an operation at 
the Carney Hospital. 
q Mr. Elmer Read is back with Kettell, 
Blake & Read after a four months’ vaca- 
(Please turn to page 352) 




















PHOTO FRAMES 





Hand created by artisans in 2, 
3 and 4 panels, assorted sizes, 
14K Gold or Sterling Silver. 
Beautiful Gift for Brides- 
for Dad's desk and 


many other occasions. 
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Write for Circular 
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Since 1920 
CHICAGO 2 


Manufacturing Silversmiths 


31 N. State Sti— 














NATIONAL” PLASTIC 
WATCH CRYSTALS 


Patent Applied fer 


UNCONDITIONALLY 
GUARANTEED 
FOR ONE YEAR! 

° AGAINST BREAKING 
¢ COMING OUT 
e LEAKING DUST 
e or DISCOLORING 
and NO CEMENT !S USED 


ANY SIZE OR SHAPE 


CLEAR OR COLORS 


PROMPT SERVICE 


SEND YOUR BEZEL FOR A 


FREE FITTING 


FITTED EXCLUSIVELY BY 
GYGER BROTHERS’ 


NATIONAL CRYSTAL CO. 


29 £. MADISON STREET 
DEPT. A CHICAGO 2, ILL. 
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A NEW SERVICE 
FROM AN OLD FIRM 


® Peerless Platers wants to serve 
you from its modern shop. 


@ We are now ready to accept your gold and 
silver replating and rebuilding. 


@ We are fully equipped to rebuild and re- 
finish hollowware, candelabra and silver ser- 
vice. 

. we offer you maximum quality at minimum 
cost. 

© We are the oldest silversmiths and platers in 
the west. 

© We employ only the finest, most skilled 
craftsmen. 


@ Write or phone today for a price list. 
FREE PICK-UP AND DELIVERY SERVICE 
WITHIN LOS ANGELES METROPOLITAN 
AREA. 


PEERLESS PLATERS 


associated with JEWELER'S SERVICE 
specialists in repairing expansion bands and 
bracelets. 


743 Ceres Avenue, Los Angeles 21 
Phone Vandyke 5417 
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"++ WHOLLY pEPENDAB™ : 


Motor— Especially Designed 
for Jewelers’ Lathes . . . 


@ For lathe power you rely upon, over 
years of steady and trouble-free service, 
install this new RACINE UNIVERSAL Frac- 
tional H.P. Reversible Motor. Develops 
1/12 H.P. Dynamically balanced arma- 
ture. The wide pedestal and the housing 
are finished in durable crackle. Allen 
Brodiey Foot Rheostat supplies speeds 
from zero, gradually increasing to maxi- 
mum. Will turn up to 13,000 R.P.M. with- 
out load — 6,000 R.P.M. full load. 


Conodian Representative—Chas. A. Branston, Ltd. 
2508 Yonge Street, Toronto, Ontario, Canada 


RACINE UNIVERSAL MOTOR CO. 


1637 Goold St., Dept. J-11 Racine, Wis. 





302 











New England 
(From page 351) 


tion spent at his Dennisport, Cape Cod, 
summer home. 

q Extensive alterations and renovation are 
still under way at the E. B. Horn Co. Store 
which recently changed ownership. New 
signs, new awnings, new lighting fixtures, 
and new cases are replacing the time-hon- 
ored fixtures of this store. 

q Robert Horne of the Diamond Depart- 
ment of the Thomas Long Co. is back at 
work after being out for several months 
on account of ill health. 

q Opening meeting of the fall-winter ses- 
sions of the New England Guild of the 
American Gem Society brought out a large 
gathering on Wednesday evening, Septem- 
ber 24, at the Harvard Faculty Club. Elec- 
tion of officers resulted in Richard B. 
Chesley, of Thomas Long Co.. being named 
President; Fred Gurney. of Gurney 
Brothers Co., Brockton, Vice-President; 
Darwin Newmeister, of Bigelow-Kennard 
Co., Secretary; and Mrs. Ella J. Bird, of 
Smith-Patterson Co., Treasurer. Prof. Cor- 
nelius Hurlburt of Harvard University 
spoke to the group in connection with the 
article on synthetic star rubies which ap- 
peared recently in the Saturday Evening 
Post, the synthetic stones being produced 
by the Linde Air Products Co. He said 
that Harvard laboratories had worked with 
this company in the production of the 
gems. General discussion followed, and 
plans were laid for the coming sessions. 
Preceding the dinner each time. it will be 
the policy during the year to have an 
hour’s laboratory work with all of the gem- 
testing machines and instruments made 
available to the students. Second meeting 
of the season was scheduled for October 
22, and through the winter the meetings 
will be held on the fourth Wednesday of 
each month, except in November, when it 
will take place on the third Wednesday, 
due to the close proximity of Thanksgiving 
Day. All meetings will be held at the Har- 
vard Faculty Club. 


lowa RJA's 37th Convention 
(From page 334) 


designated Mason City as the site of the 
next convention. 

New officers of the Iowa RJA are: 
Charles Blanchard, Mason City, president; 
John Gillam, Marshalltown, vice-presi- 
dent, and Mark Swacina, Marshalltown, 
secretary-treasurer. 

New board members: Nat  Bookin, 
Ottumwa; Robert Reiley, Oskaloosa; Leon- 
ard Tennebaum, Waterloo, and O. A. 
Royer, Cherokee. 

Present board members re-elected for 
another term included: Walter Rossman, 
Manchester; George Kyseth, Clarion; 
William Herteen, Iowa City; Bert Spear, 
Des Moines; and M. L. Noonan, Eagle 
Grove. 

Convening with the Iowa RJA was the 
Horological Association of Iowa who held 
separate business sessions on Sunday 
morning and afternoon, September 28, but 
participated in the social affairs of the 
jewelers’ convention. 

The Sunday morning session was called 





to order by T. O. Dilges, president of the 
association, and was given over to appoint. 
ment of committees and report of the secre. 
tary-treasurer. 

Speakers at the afternoon session Syp. 
day were John J. Nooyen, president of 
the United Horological Association of 
America; E. L. Berner, Chairman of the 
lowa Board of Examiners in Watchmak. 
ing; Daniel B. Geeding, superintendent of 
the Gruen Watch Co., and Homer Barkus 
of San Diego. 

At the Sunday afternoon meeting the 
new officers, selected by mailed ballot dur. 
ing the summer, were announced. They 
are: Ben Grismore, Corydon, president: 
Harold Brightwell, Chariton. vice-presi. 
dent, and George Swartzendruber, Cedar 
Rapids, secretary-treasurer. 

Two new directors of the association 
were also named: Harry Gunter of Mj. 
Ayr and Harry Christensen of Des Moines. 





Frigerio Diamond Tool Company 
Moves Into Larger Quarters 


Frigerio Diamond Tool Co., manufactur- 
ers of fine marcasite jewelry, formerly lo- 
cated at 93 Lafayette St., Newark, N. J.. 
have moved into larger quarters at 19 
Liberty St., that city. The move was ne- 
cessitated by greatly increased business. 
The firm now occupies an entire floor at 
the new address and has five times their 
former space. New machinery and equip- 
ment has been installed and the company 
now has one of the most modern plants 
of its kind in the industry. 









ANOTHER 


PRODUCT 


Seamless and solderless—made in one 
piece—exceptionally strong and dur- 
able. Each one fully guaranteed. Made 
in 14 K Gold in both natural yellow 
and white. Also in Stabrite quality, 
natural yellow and white. 


Manufacturing Company 
21 Audubon Ave., N. Y. 32, N. Y. 
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giving us your whole- 
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UHAA Officers Kept Busy 
Addressing State Confabs 


Spearheading the revitalized and accel- 
erated U.H.A.A. program adopted at the 
recent North Carolina convention, associa- 
tion officers, President John J. Nooyen, 
Executive Secretary Orville R. Hagans and 
Legal Counsel Ben Heald have recently ad- 
dressed state watchmaker conventions in 
lowa, Nebraska, and Florida, respectively. 

U.H.A.A. President, John J. Nooyen, ap- 
peared as the guest of honor and the 
main speaker at the annual convention of 
the Horological Association of lowa at Des 
Moines, September 28. He gave a report 
of the national convention, and outlined 
the main points of the new program. 

Speaking before the annual convention 
of the Horological Association of Nebraska 
at Grand Island, September 27 and 28, 
U.H.A.A. Secretary Hagans explained the 
new services planned and the closer inter- 
association cooperation hoped for in the 
accelerated program adopted at the Na- 
tional convention. 

Three resolutions were passed at the 
meeting, and a strong suggestion made on 
the floor for the formation of a ladies’ 
auxiliary, not only in all states, but on a 
national scale. There was much enthusiasm 
in support of this proposal. 

Secretary Hagans also outlined the pend- 
ing U.H.A.A. examination and certification 
program which is the most momentous and 
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A SMART, NEW 


PERSONALIZED GIFT 


Here’s a brand new fashion accessory 
and heirloom gift for infants that is 
already winning wide acceptance in 
leading metropolitan stores because it 
is both stylish and useful , .. (4 karat 
gold pins. The caps may be personal- 
ized with engraved initials to provide 
a lasting, long-remembered gift. Wome 
en are finding countless smart uses for 
them—on scarfs, belts, lingerie, lapels 
or as bracelets. Pins of gold come in 
three sizes—small, medium, large, 
Boxed attractively in six different sets. 
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significant association activity since its in- 
ception. A meeting of the Board of Ex- 
aminers was held on October 23, 24 and 
25 to formulate and create a detailed and 
practical plan of certification and examina- 
tion, and the establishment of a U.H.A.A. 
testing laboratory. 

The original U.H.A.A. convention resolu- 
tion authorizing this meeting suggested the 
Board of Examiners be composed of the 
U.H.A.A. president, executive secretary, 
chairman of the schools accrediting com- 
mittee, and one member from each of the 
State boards having registration. Replys 
to invitations to the states at present hav- 
ing legislation to participate in this new 
examination and cerification plan indicate 
that five of the six states will be repre- 
sented, one by proxy. 

Those attending this historical meeting 
will be: John J. Nooyen, U.H.A.A. presi- 
dent, Encinitas, California; Emanuel Sei- 
bel, Chairman of the U.H.A.A. schools ac- 
crediting committee; Harold Sabro of the 
Oregon State Board of Watchmaking; 
Carl Hurst, Secretary of the Oklahoma State 
Board of Examiners in Watchmaking; Ben 
Heald, U.H.A.A. National legal advisor and 
Secretary of the Wisconsin Board of Ex- 
aminers in Watchmaking also empowered 
to act as delegate for the Minnesota State 
Board; and completing the delegates ex- 
pected, O. R. Hagans, U.H.A.A. secretary. 

The U.H.A.A. was petitioned by the 
Utah Department of Education for assist- 
ance and advice in setting up a horological 
department in one of their State colleges. 
Acceding to this request U.H.A.A. Secre- 
tary Hagans, appeared in Salt Lake City, 
October 2 and 3, and with his aid a 
horological department was set up in 
Weber State College, and an advisory com- 
mittee composed of local watchmakers and 
jewelers created. 

At a special meeting of the Salt Lake 
City guild October 3, Executive Secretary 
Hagans told the approximately 75 watch- 
makers in attendance of the accomplish- 
ments of the recent National convention, 
and the hopes and aims of the association. 


Gensler-Lee's New Jewelry Store 
Resembles Firm's Other Enterprises 


Gensler-Lee, pioneer California jewelers 
who operate 26 stores throughout Califor- 
nia, recently opened another attractive new 
store in Compton, Calif. 

Strikingly modern in design and espe- 
cially built to the firm’s specifications, the 
new Compton Gensler-Lee store conforms 
with the “family resemblance” of other 
Gensler-Lee stores and has such archi- 
tectural features as a facade of porcelain 
enamel and stainless steel, with copper- 
colored mirror facing the lower part of 
the store front. Neon signs and a large 
neon clock complete the store exterior. 

A muted color scheme, carried through- 
out the store interior, serves to give a feel- 
ing of spaciousness. Modern fixtures con- 
sist of standing showcases and shadow box 
wall cabinets. 

In keeping with the jewelry firm’s policy 
of recent years, the new Gensler-Lee store 
will specialize in diamonds and watches. 
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less beauty. 
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featuring Couronne’s Striking Personalized Initials. 
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12 dozen for $4.90 
(6 dozen for $2.90 ) 


: Not the small teensy, weensy size, this lovely Holly 
J measures 5” from stem to end of leaf. The Large Size 

y leaves, the entire sprig makes everyone think of gifts. 

3 Silver Metallic Leaves, bright Poinsettia bud, you just 
can’t order enough of these Christmas Hi-spots. They’re 
adorable! They're yours to brighten every display, every 
window, wall case, show case, nook and cranny. Yes, 
even gift-wrap packages attractively. So inexpensive! 
Take my word if you want to fill your store with Christ- 
mas spirit, order dozens and dozens of Holly today. 
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q The eighth annual dinner-dance and 
show of the Retail Jewelers’ Association of 
Philadelphia and eastern Pennsylvania was 
held Monday evening October 13th at the 
Broadwood Hotel. Over eight hundred 
jewelers and their guests attended and en- 
joyed an evening of pleasure and gaiety, 
including a full course dinner, with music 
during the meal by Joe Frasetto and his 
orchestra, and a musical show afterwards 
appropriately titled “Jewelry Jamboree of 
1947” or “I can Get It For You Whole- 
sale,” followed by the distribution of over 
109 door prizes, and dancing ‘till the wee 
hours. The committee on arrangements for 
this soiree included: Philip Kind of S. 
Kind & Sons, Chairman: Jack K. Green 
of Louis S. Grossman, Ticket Committee; 
Allan Gurwood of Gurwoods in charge of 
Entertainment; George Lyons of S. J. 
Lyons & Co. in charge of Door Prizes; 
Herman C. Sonnheim of Jewelry by Elson, 
Publicity Committee; and the following 


General Committee Members, Robert 
Snyder, S. Sydney Weissman, Maurice 
Coleman, Ellis Kurtz, Milton E. Smith, 





Shown looking over the list of door prizes 
awarded at the annual dinner-dance of the 
Retail Jewelers Association of Philadelphia 
and Eastern Pennsylvania, held October 13 
at the Broadwood Hotel in Philadelphia, 
are, left to right, Maurice J. Coleman, sec- 
ond vice president of the association; 
Edwin S. Malmed, general counsel for the 
organization; Lester Sauter, current presi- 
dent, and Samuel Kind, treasurer of the 


group. 
Charles H. Heine, Albert Zell, Edwin 
Welch, Milton Griffis, George Bovard, 


Joseph Simon. 

The year book distributed at this dinner- 
dance included a great deal of interesting 
and helpful information for local jewelers 
including “A Suggested Fair Trade And 
Advertising Selling Code” as adopted by 
the National Association of Better Busi- 
ness Bureaus. 

Among those present were Ralph Huber- 
man, past president, and Mrs. Humberman, 
Myer Simon, past president, and Mrs. 
Simon, Charles H. Heine, past president, 
and Mrs. Heine, Lester Sauter, current 
president, and Mrs. Sauter, Jack K. Green, 
Ist vice president, and Mrs. Green, 
Maurice J. Coleman, second vice president, 
and his guest, Edwin K. Welch, secretary, 
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and Mrs. Welch, Samuel Kind, treasurer, 
and Mrs. Kind, Edwin 5. Malmed, general 
counsel, and Mrs. Malmed, Kenneth JI. 
Van Cott, vice president, A.N.R.J.A., F. 
O.Dell, representing the Pennsylvania Re. 
tail Jewelers Ass’n, and Mrs. O'Dell, all 
seated at the head table. 

q Duval Jewelers of 1521 Chestnut St. was 
damaged by fire Friday October 10th. 
Notices covering the entire show window 
Saturday announced a fire sale and _ in- 
formed the public the store was “selling 
out,” but all information was declined. 

q The Eastern Pennsylvania Guild of the 
American Gem Society held their first 
meeting of the season September 18th at 
the St. James Hotel. It was a dinner meet- 
ing which 20 members attended. The fol- 
lowing officers were elected: Kenneth Mc- 
Lemmann, of Philmore Gibbons, manufac. 
turing jewelers, president; Fred Muth of 
C. Fred Muth Inc., Jenkintown, vice 
president; Elaine Cooper of Fred J. Cooper, 
secretary; William Diller of Reading, 
treasurer; and Lester Sauter of 2713 W. 
Girard Ave., Phila., publicity director. 

At the Academy of Natural Sciences, the 
evening of Thursday October 16th, the next 
regular meeting of this Guild was held. 
Nicola D’Aszenzo, author of “By Paths In 
Gems” and “The Gem Table,” and noted 
minerologist, was the guest lecturer. The 
identification of odd gem stones with the 
aid of several instruments took up the re- 
mainder of the evening. 

q Strawbridge & Clothier has added a new 
ring section to the jewelry department of 
the main store at Eighth and Market 
Sts. in Philadelphia. Formerly this store 
had catered to very little ring business. 
Because of the variety of styles necessary to 
stock, the sizing and other important con- 
siderations, this business was not de- 
veloped. They now have a full stock of 
rings and will promote this business. A 
one-half page ad in a local newspaper 
showing zircon rings and announcing the 
opening of this section was very successful 
and indicates that this new section may 
draw a large amount of local retail, ring 
business. 

4 Jerry Cooper of 720 Sansom St., who has 
been quite busy with his jewelry business 
and his activities with organizations such 
as the Sansom Street Business Men’s As 
sociation of which he is Assistant Pub- 
licity Chairman, is now even busier pre- 
paring to open his new restaurant known as 
the “Spare Rib” Restaurant, at Broad and 
Olney, according to reports from a reliable 
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source. Mr. Cooper was not available to 


comment. : 
q Cooperating with Governor Duff and 


Secretary of Commerce Orus J. Matthews 
who sponsored “Pennsylvania Week,” “A 
campaign to attract new industries, new 
capital and new citizens” to this state, 
many local jewelers and especially jewelry 
departments in the department stores fea- 
tured jewelry and gift items made in 
Pennsylvania October 13th to 19th inclu- 
sive. The results were not only patriotic, 
but profitable, several buyers report. 

q Lefkoe Mortons, 25 and 27 South 11th 
St.. celebrated their 36th anniversary the 
first two weeks in October with several 
special sales, especially featuring diamonds. 
q Kennedy Furniture Co. and many other 
local stores specializing in other types of 
merchandise, including a Jenkintown drug- 
gist, are sponsoring sales of silver flatware 
along with other items—the silverware be- 
ing used as an additional incentive. Ken- 
nedy’s sale combined a 24-piece silverplate 
service with a 32-piece dinner service and 
a 30-piece glassware service as a “complete 
ensemble.” 

q The regular Jewelry Department and the 
Costume Jewelry Department of Gimbel 
Brothers joined other departments of the 
store in the month-long celebration of this 
store’s 105th anniversary. Silverware. ex- 
pensive jewels and pieces of costume jew- 
elry were placed on sale throughout the 
month at “the lowest prices of the year” 
in the first such anniversary sale since be- 
fore the war. 

q Plans were completed on Monday Octo- 
ber 13th for the celebration of Port Day 
in this city, the following Thursday. On 
this historic occasion government officials, 
and business men, school children and 
other groups representing a cross section 
of the general public visit the wharves and 
docks of their city and have their “secrets” 
explained. At the luncheon October 13th 
the S. Kind and Co. was represented at a 
table by several members of the firm and 
their guests. The luncheon was held at 
Town Hall. 

q Fred J. Cooper, Inc., of 109 So. 13th St.. 
decided in October to call public attention 
to the redecorating which had been done to 
the store during July. An advertisement 
in the two large local newspapers pictur- 
ing the “Sterling Flatware Display Counter 
Made To Order For You,” by which the 
customer could see 24 designs at a glance 
“began to pay dividends immediately” ac- 
cording to a spokesman for the store. The 
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very next day several people came into the 
store and selected and purchased silver- 
ware, from the “counter they saw in the 
paper.” 
4M. Simon & Co., 1222 Market St., have 
added a new downstairs store, about which 
more details will be available later. 
q Community Chest of Philadelphia and 
vicinity announces that Samuel Kind of S. 
Kind & Sons is chairman of the Jewelry 
group in the current campaign for funds 
for the 170 institutions which are members 
of this organization. According to a spokes- 
man for the Chest, there are over 475 pros- 
pects for solicitors in this area and these 
jewelers are requested to grant an inter- 
view as quickly as possible and give gener- 
ously when the volunteer calls on them. 
Mickey Orloff of Sansom St. is Vice Chair- 
man of the jewelers group and has assem- 
bled the following committee members: 
— Atlas of D. Atlas & Co., 721 Sansom 
: Louis Perloff, 737 Walnut St.; Louis 
ne of 740 Sansom St.; Michael paar: of 
Max Feinberg Co., 7th & Chestnut Sts.; 
and William Kellmer of Jack Kellmer Co., 
722 Chestnut St. 
q Samuel Lashof of Sansom Street has just 
returned from an eight thousand mile trip 
to Canada. 
q The Board of Directors of the Sansom 
Street Business Men’s Association met 
Thursday October 16th at the State House 
and planned the general meeting for the 
28th of October at which members dis- 
cussed their continued attempts to improve 
business and conditions contributing to 
their welfare, particularly those restricted 
to the interests of Jewelers Row on San- 
som Street. 


q Martin Taylor of 1015 Chestnut St. re- 


turned the middle of October from a most | 


successful selling trip throughout the south. 
q Sidney Rosen has left the employ of 
Mickey Orloff to open his own business at 
713 Sansom St.. Wednesday, Oct. 15th. 

q Lou Kahn has joined the staff of Mickey 
Orloff. 

q The Associated Merchandising Corp.., 
in harmony with the proposals of the 
American Gem Society, is featuring a pro- 
motion of colored-stone-jewels, in which 
Strawbridge & Clothier, Philadelphia mem- 
ber of AMC, will join about the middle of 


November. This store will feature neck- 
laces, pins, earrings, and other jewelry 
items with colored stones assembled to 


form a rainbow effect. 

q Reeds Jewelers of 908 Chestnut St. have 
modernized and completely redecorated 
their window making a major change in 
the outside appearance of the store. The 
show window has been lowered, enlarged 
and decorated with a new, modern type of 
valance incorporating a concealed neon 
light which makes the name of the store 
stand out. 

q Stern’s of Market St.. Phila., has put the 
jewelry department through a complete 
physical realignment. Costume jewelry has 
been brought from the rear to the front. 
Better jewelry has been moved from a posi- 
tion against a side wall to a central loca- 
tion. Both types of jewelry are together 
housed in a modern unit of attractive show 

(Please turn to page 359) 
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Definition—"Making prompt, 
correct shipments from a large 
and up-to-date stock. A neces- 
sity for Jewelry Profits." 
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q Three Baltimore jewelers spoke at the 
September meeting of The Greater Wash- 
ington Retail Jewelers Association, in Wash- 
ington, D. C.: David Morstein, president of 
the Baltimore Jewelers Association, spoke 
on the physical setup of the association; 
Walter Greenebaum, of S. & N. Katz, spoke 
on accomplishments of the association, and 
Howard C. Heiss, of Heiss Jewelers, an- 
swered questions. 

q The semi-annual dinner meeting of the 
Jewelers Association of Baltimore was held 
on Oct. 15. The affair combined an im- 
portant business meeting and a most out- 
standing speaker, Edwin Freed, of New 
York. The subject of Mr. Freed’s address 
was: “The Most Valuable Seven Seconds 
the Jeweler Has.” 


q Charles H. Dinkleman, 82 years old, of 
Dinkleman & Bubert Co., Baltimore, died 
on Oct. 8. He suffered a stroke about two 
months ago, but recently had been coming 
to his office daily and was feeling much 
better. Mr. Dinkleman had been in the 
jewelry business for the past 65 years and 
had been with the Dinkleman & Bubert 
Co. since it was established in 1906. 

q The Empire Jewelry Co., formerly lo- 
cated at 25 Clay St., Baltimore, has moved 
into a much larger and more modern store 
at 210 E. Baltimore St. In addition to 
their regular lines of jewelry, they are now 
selling all kinds of electrical appliances, 
refrigerators, radios, etc. 

q Bernard M. Kermisch, who has owned 
and operated a jewelry and optical store 
at 1511 W. Baltimore St., Baltimore, for 
the past 50 years, recently retired from 
business. 

q James R. Morgan purchased the Swing 
Jewelry Store, in Asheboro, N. C., the 
latter part of September. Under the name 
of Asheboro Jewelry Co., he retails jewelry 
and glassware on a cash basis and con- 
ducts a repair department. Mr. Morgan 
previously was a partner in Garner-Morgan 
Hardware Co., in Asheboro. 

q On Oct. 9 the Ned W. Cohen chain 
opened a new store, the Jewel Box, at 618- 
22 Park Ave., Norton, Va. Walter T. 
Comer, Jr., is the manager. 

q Ned W. Cohen, on Oct. 1, sold his share 
in the Jewel Shop, Inc., Greenville, S. C., 
to Sidney Schleifstein, who has been man- 
ager and secretary-treasurer of the store 
since it opened. At the same time, Mr. 
Schleifstein sold his stock in the Jewel 
Box, Rome, Ga.; the Jewel Box, Cedar- 
town, Ga.; the Jewel Shop, Union, S. C., 
and the Jewel Shop, Greenwood, S. C., to 
Mr. Cohen. 

q The Ned Cohen Stores are celebrating 
the 25th anniversary of the opening of their 
first store with a big sale. 

q Fred M. Stanley, of Stanley’s Jewelers, 
Pulaski, Va., opened a jewelry store at 
Wytheville, Va., which he is operating in- 
dividually as Stanley’s Jewelers, also. 


q H. W. Johnson & S. G. Luttrell have 


THE SOUTH 


opened a jewelry store, which includes 
watch repairing, at 47 N. Conococheaque 
St., Williamsport, Md. They are trading as 
the Luttrell Jewelry Co. 

q Joseph Kingoff, of Kingoff Brothers, Inc, 
unexpectedly came across a fine set of fix. 
tures for his Anderson, S. C., store, and 
is remodeling the entire store before jip- 
stalling the fixtures. 

q Nichols & Hackley have purchased the 
store formerly occupied by Sures at 3019 
Fourteenth St., N.W., Washington, D. ¢ 
Mr. Nichols formerly had a repair shop 
across the street. Sures has moved to a 
new location on Connecticut Ave. 

q M. L. Sullivan, 30 N. George St., York, 
Pa., is remodeling and will have a beauti- 
ful and modern store. An extensive ad- 
vertising campaign both in newspaper and 
on radio is being planned and will be 
followed by a fine opening shortly after 
Nov. 1. 

q Sol Lynn has changed the trade name of 
his enterprise at 506 F St., N.W., Washing- 
ton, D. C., from University Gift Shop to 
Lynn Jewelers. 

q The Harris Jewelry Co., of Wilmington, 
Del., opened a new store in West Chester, 
Pa., on Oct. 7. 

q J. Frank Reese & Son had the formal 
opening of their new store at 1012 N. 
George St., York, Pa., on Oct. 9, 10 and 11. 
q Harry Arnold, Hampstead, Md., is mov- 
ing down Main St. two blocks from his 
present location to a newer and more mod- 
ern store. He will open the first part of 
November. 

q Keller & George, Charlottesville, Va., 
sponsor a very interesting program on 
precious stones on the radio every morning. 
q Carl A. Doubet, Jr., is remodeling and 
enlarging his store at 10th and Orange Sts., 
Wilmington, Del. 

q R. K. Saum, who has been a watchmaker 
for many years and recently has been do- 
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ing watch repairing in his home, will open 
a store at 139 W. Franklin St., Hagers- 


town, Md. 
4c. E. Mulholland, jeweler of Austin, 
Tex., has moved to new and larger quarters 
at 15101%4 S. Congress St., that city. 

4 Parkers Jewelers of Huntington, Inc., at 
Huntington, W. Va., has been granted a 
charter by the secretary of state. Author- 
ized capital stock is $50,000. The incorp- 
orators include Lincoln F. Polan, Samuel 
S. Lipman and Mary R. Lipman, all of 
Huntington. 

q The Stelfix Co., 809 Congress St., Aus- 
tin, Tex., operating a jewelry store in that 
city since 1910, announces the appointment 
of William L. Eanes as manager. Mr. 
Eanes assumes the managership of the 
Stelfox organization after being associated 
with a number of Austin firms. He has 
been in the jewelry business for several 
years, having served as assistant manager 
of another Austin store for the last three 
years. 

q New location of Sutton Jewelry Co., 
Miami, Fla., is 74 W. Flagler St. This 
firm is successor to Whaler’s, Miami’s old- 
est jewelry store. 

q W. H. Leonard, III, manager of Leon- 
ard’s Inc., jewelry store, Lincolnton, N. C., 
has been transferred to Statesville, N. C., 
as manager of Leonard’s new unit in that 
city. Succeeding Mr. Leonard as manager 
of the Lincolnton store is William B. Ran- 
kin, who has been assistant manager there. 
Leonard’s, Inc., now operates jewelry stores 
in Statesville, Lincolnton, Mooresville, Kan- 
napolis. Concord and Salisbury, N. C. 

q The Italian Jewel Co. of America, a 
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Order now, the postman will collect. 


MARKSTEIN AND ASSOCIATES 
8131 Oak S#., New Orleans, La. 
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jewel bearing concern, has filed articles of 
incorporation with the secretary of state at 
Dover, Del., showing 100 shares of no par 


‘value. 


q The William Brooks Trading Co., Inc., 
engaged in the jewelry business, has filed 
articles of incorporation with the secretary 
of state at Dover, Del., showing 600 shares 
of no par value. 

q Miller Brothers, jewelers, have moved 
their store and office into a new location 
at Clarendon, Ark., and besides arranging 
the building for their jewelry business also 
have fitted out a suite for their optometrist. 
q Ayre & Taylor Co., engaged in the jewel- 
ry business, have filed articles of incorpora- 
tion with the secretary of state at Dover, 
Del., with a capitalization of $300,000. 

q The Mission Jewelry Co. of San Antonio, 
Tex., has notified the secretary of state that 
the Texas charter under which the com- 
pany had been operating has been dis- 
solved. 

q John Furbach recently announced that 
he will re-open his store at 417 Polk St., 
Amarillo, Tex., on or about Nov. 10, 1947. 
The store has been completely remodeled 
and a complete set of new and modern 
fixtures have been installed. 

q Gordon’s announces the opening of a 
new store at 501 East Houston, San An- 
tonio, Tex. The formal opening was held 
Friday, Oct. 10. 

q Caddo Jewelry and Loan Co., of Shreve- 
port, La., has moved into its new quarters 
at 709 Texas St. “We have greatly en- 
larged our stock and increased our per- 
sonnel,” the management stated. 

q King’s Jewels, formerly the Hooker Jew- 
elry Store, Dexter, Mo., remodeled its store 
during the first week of September and are 
occupying a greatly improved jewelry store 
both as to exterior and interior. 

q James Dale, head of the Dale School of 
Horology at Albany, Mo., told the Bethany, 
Mo., Chamber of Commerce that he would 
like to expand his school and set up a 
branch there. The plan would require 12,- 
000 square feet of uptown floor space and 
housing for about 80 families. The first 
might be arranged but securing housing 
presents a difficult problem. Mr. Dale 
plans to go to Washington to complete ar- 
rangements for the enlargement of his 
school. 

q L. H. DeLoach & Co., jewelers, 104 
Broughton St., West, Savannah, Ga., are 
celebrating their silver anniversary in busi- 
ness. Mr. DeLoach says his firm has had 
to seek larger quarters five times in its 
25 years of business. The genial and 
friendly Savannah jeweler is well known 
to the trade throughout his section of the 
State. 

q Savannah Jewelers has just opened for 
business at 403 East Broughton St., Savan- 
nah, Ga. T. S. McKenzie is manager; C. 
W. Blaylock, assistant manager. 

q The Stever Jewelry Co. at 408 North 
Chaparral, Corpus Christi, Texas, has been 
sold to a Houston jewelry firm, according 
to Ben H. Stever, former owner. Mr. 
Stever said he plans to stay in Corpus 
Christi and will re-enter the jewelry busi- 
ness. He has owned the Stever Co. for 
1ine years. 
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ONE OF MANY exclusive designs, this 
“GRAN” Stone Ring is made with the 
same precise workmanship as the 
well known “GRAN” Emblem Rings. 

Brillianey of carefully selected 
stones combined with distinctive 
designs, give these rings a strong 
appeal to your most discriminating 
clientele. 

“GRAN” Stone Rings may be of- 
fered to your trade with confidence 
and pride, and just as “GRAN” Em- 
blem Rings, they will make lasting, 
treasured gifts assuring you many 
satisfied customers. 
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Gold - Silver - Chromium 
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WORKS 
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Model No. 222-A 
@ 17 Jewels 
@ 14K Gold Case 
@ 6 Genuine Rubies 
@ Rhinestone Dial 
@ Gold Filled Bracelet 
1 @ Dome Glass 


$29.95 


Ask For Catalog 
Mall Orders Filled Promptly Send /} 
Check, Money Order or C.O.D. 
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DLATING 


“ASK ABOUT” 


HODANIZE 
Resistant of Tarnish 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 


























ALWAYS USE 
mw, THE NEWALL 
‘s "Finger Print” System 
WHEN SELECTING 
SWISS WATCH 
MATERIAL 


Order From 
Your Jobber 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 





























WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mileb. 
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ROBERT REIS 
LAPIDARY * 





PROMPT SERVICE 
REASONABLE PRICES 
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The life-long profitable trade of thousands 
as taught by the 
Sweazey System 


“‘Famed the World Over as the School of Quality’’ 
CHICAGO SCHOOL OF WATCHMAKING 
Founded in 1908 by Thomas B. Sweazey 
1608 N. Milwaukee Ave., Dept. 2117 Chicago 47, Ill. 
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FREE TEST SAMPLE 
WELMAID MANUFACTURING Corp. | 
1737 N.Campbell, Dept. 211,Chicago 47 | 
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| q The Windsor Watch and Optical Co., at 
2402 East 75th St., Chicago, was recently 
sold by Lewis M. Mann to W. J. Shay. 
q.S. A. Peck & Co., 55 E. Washington St., 
Pittsfield building in Chicago, have re- 
cently moved from room 819 to suite 600- 
650 to take care of their expansion pro- 
sram inaugurated since Hy Goynshor, 
nephew of Maurice Zimbler, joined him in 
the organization. Mr. Goynshor was for- 
merly associated with Royal Jewelers, Mil- 
waukee Ave. credit jewelers. 

q Harry W. Yaseen, well known jeweler in 
Chicago Heights, Illinois, held open house 
for the formal opening of his beautiful 
new jewelry store at 1644 Halsted St., on 
October 2. The place was banked with 
flowers from well wishing friends and 
hundreds of friends and customers called 
to congratulate him on the new store, of 
which he is justly proud. 

q Club Nite, a feature of The Jewelers 
Club of Chicago every month except dur- 
ing summer, was resumed on Tuesday, 
October 14th and proved to be a very en- 
joyable affair even if the announced roast 
beef dinner had to be by-passed, it being 
first meatless Tuesday. A_ short special 
business meeting was held after dinner and 
the balance of the evening was devoted to 
finishing up the free beer and playing pool, 
billiards and cards. 

















q Through the first four games played by 
the Chicago Jewelers Bowling League this 
season no team has shown real leadership 





though the teams representing Benj. Allen 
& Co., and Olsen & Ebann have made a bid 
for the honor, each having won 8 and lost 
4 games. Other teams have won and lost 
as follows: Jos. Hagen Co., 7-5; Newall 
Mfg. Co., 6-6; M. F. Lenz Co., 5-7; J. Mil- 
hening Inc. 5-7; The Ball Co., 5-7: and 
Swartchild & Co. 4-8. Walter Ferrette, 
Allen team, holds high series with 610, 
Henry Bang, Newall Mfg. Co., high aver- 
age with 183 and Newall team holds high 
series with 2767 and high game with 995. 
The Leagues bowl every Friday night 
through April 30th on the alleys of the 
Illinois Athletic Club. 

q At the monthly meeting of Illinois 
Watchmakers Association in the Embassy 
room of the Morrison Hotel on Friday 
night October 17th James Swartchild, of 
Swartchild & Co. gave a most interesting 
and helpful talk on the subject of watch 
material, which was appreciated by an un- 
usually large attendance. 

q H. Paul Juergens, Chairman of the 
Metropolitan Chicago Chapter of American 
Gem Society provided a rare treat for the 
large gathering of members in their head- 
quarters in the Pittsfield Bldg., on Wednes- 
day night, October 15th when Chester B. 
Slawson, Ph. D. addressed the meeting on 
the subject of “Basic Contribution to 
Knowledge and Science that Originated 
with the Study of Gems.” 

q Al Tolchin, president of Tolchin Co. in 
Chicago, announces that Philip Tolchin has 
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retired from the corporation and his jp. 
terests were purchased by Earl Shapiro 
who has been associated with them since 
they started the jewelry and supply busi. 
ness seven years ago. Mr. Shapiro has been 
elected scretary-treasurer of the corporation 
but will continue his personal contacts 
among their clientele in Michigan, Indiana, 
Wisconsin and Chicagoland. 

q Bliss Ring Co., 29 E. Madison St., Chi. 
cago, who recently increased their produc. 
tion facilities have added to their traveling 
sales force Sol Astrin who will call on the 
trade in Atlantic Seaboard and New En. 
gland states. Mr. Astrin will make his 
home in Wilmington, Delaware. 

q John Kawula, retail jeweler at 2151 W, 
19th St., in Chicago was shot in the 
shoulder on Tuesday night September 23 
by two young bandits who pretended to be 
interested in purchasing a ring and turned 
the call into a holdup. When the jeweler 
resisted they shot him and fled without 
loot. 

q William F. Wiegand was sentenced to 
four to eight years in the penitentary in 
criminal court in Chicago last month and 
his wife to two to four years at Dwight 
reformatory, found guilty of _ stealing 
jewelry from Margots Jewel Box in the 
Congress Hotel and from Kahn’s Jewelry at 


29 E. Madison St. Both have prison 
records. 
q The first luncheon meeting of the Chi- 


cago Jewelers Association 1947-1948 season 
was held at the Illinois Athletic Club on 
Thursday, October 16th, with capacity at- 
tendance. For several years the first meet- 
ing of the season is designated as “Presi- 
dents’ Day” and more than half of the liv- 
ing past presidents were on hand to be 
introduced by President Charles G. Brown. 
Treasurer Mead Montgomery reported the 
organization solvent with $15,357.68 net 
balance in the treasury. John M. Biggins, 
Chairman of the social relations committee, 
announced that the 74th annual banquet 
would be held at the Stevens Hotel the 
night of January 3rd and details will be 
released soon. 

President Brown then introduced Newton 
H. Bell, reporter and lecturer, who has had 
experience in both World Wars. Mr. Bell, 
who recently returned from Europe, also 
has an extensive background of travel in 
Russia. At the meeting he gave a very 
illuminating analysis of the U. S. - Russia 
situation. 


Diamond Stemmed Gold Maple Leaf 
To Be Given to Princess Elizabeth 


The Dominion command of the Canadian 
Legion will present a gold maple leaf with 
a diamond encrusted stem as a wedding 
present to Princess Elizabeth, Major Gen- 
eral C. B. Price, Legion head, recently an- 
nounced. 

Superimposed on the leaf will be the 
crest of the Legion in colored enamel, 
studdéd with diamonds and rubies. 
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Philadelphia 

(From page 355) 
cases in a conspicuous position. Mrs. Sylvia 
Lamb, Jewelry Buyer for Sterns, reports 
that this change has stimulated business 
considerably. 
q I. Meo of 1540 Point Breeze Ave., has 
returned from a three month tour of the 
European Countries. 
q Edward Gilmore, 515 Landis Ave., Vine- 
land, N. J., has opened a store at this ad- 
dress under his ownership and supervision 
October 4th. To announce the opening the 
first 40 people who entered the store re- 
ceived free lamps. Mr. Gilmore was for- 
merly General Manager of Foley Brofskey 
of Wilmington, Delaware, and prior to 
that Divisional Manager for Edward Morris 
of Wilkes Barre, Pa. He is assisted by 
Mrs. Alice Gilmore, formerly costume jew- 
elry buyer on the west coast. The opening 
was such a popular one that the Vineland 
police were obliged to attend to keep the 
crowds in order. 
q Louis Jagielky, Jr., of 1603 Walnut St., 
Phila., proudly announces that he is now 
a grand-uncle. A daughter, Georgann, was 
born October 3rd to his nephew. 
q Joan DeFeo has recently become a new 
associate of Louis Jagielky of Walnut St. 
q John Gunner, Manager of Barrs Jewelry 
Store at 69th St., was married on October 
4th. 
q A re-organization meeting of the Retail 
Jewelers Association of Pennsylvania took 
place October 13th in Harrisburg, stated 
Charles H. Heine, Vice President, who was 
in Philadelphia for the local meeting of this 
association to urge all present to attend. 
q Miss Chara Cooper became affiliated with 
the Fred J. Cooper business, 109 S. 13th 
St., recently and will learn the business 
from the bottom up. 
q Jack K. Green of 415 W. Girard Ave. 
became the proud father of a boy born 
October 5th. 
q W. R. Keiths of 3627 N. Broad St., Phila., 
informs us that he is attempting to get his 
customers “thinking in the right channels” 
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Designed especially to price articles and augment the 
beauty of showcase and window displays. Gracefully 
fashioned, long-lasting and easily washable. Retains 
its beauty sires Any figure combination pos- 


sible. Size—1%” x - 

PRICES COLORS 
Set (25 frames & 300 numbers) Frames—White, grey, 
$3. Additional Nos. (150 per black, red, green 
sheet) 30c. Additional frames Nos.—Black, white, 
—I0¢e each. red 
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to accept the merchandise being made avail- 
able today. He claims present emphasis is 
upon less expensive items that look well 
but have less intrinsic value. 

q Chester Snyder of Norristown, Pa., has 
completed redecorations on his store and 
obtained a new vault. 

q The Fox jewelry store of 744 Yorkway 
Place, Jenkintown, Pa., has gone out of 
business. 

q Crosby Jewelers, Gimbels, Hamilton 
Jewelers, Kaplans, Lippman Jewelers, 
Reid’s Jewelers, and other stores in Tren- 
ton, N. J., have agreed to contribute to the 
Community Chest, at least the ten per. cent 
requested. Strawbridge & Clothier of Phila. 
and others here are also contributing this 
amount or more, according to recent reports 
for this organization. 

q The regular monthly meeting of the Re- 
tail Jewelers Association took place at the 
Ritz Carlton Hotel September 16th, and 
was attended by Harry D. Curnow and 
Walter F. Gilbert of the Retail Merchant’s 
Credit Association who joined in the dis- 
cussion and helped make mutually advan- 
tageous credit plans. 

q The last meeting of the Retail Jewelers’ 
Association took place at the Ritz Carlton 
October 28th. The main discussion cen- 
tered around the dinner-dance which every- 
one claimed was the “best yet” topping 
other annual affairs which have always 
been popular. As well as a pleasure for 
all concerned, it was a great financial suc- 
cess, the committee reported. 

q Krewson’s Curios of Glenside, Pa., whose 
clever advertising campaign by which va- 
cations were made to pay dividends was 
explained in an article appearing in a re- 
cent issue of JEWELERS’ CirRCULAR-KEyY- 
STONE, has come out with another clever ad 
to attract attention and draw customers. 
Reopeniong for the ninth season, this store 
printed a simple map showing how to get 
there along with the headlined invitation 
to “drop in.” Result: Customers did! 

q Snellenburg week, annual celebration of 
the anniversary of this store, began October 
Ist, with jewelry sales marking the event. 
q Mrs. Eliza B. Harned, widow of Edward 
E. Harned, who was diamond buyer for 
Baily, Banks & Biddle Co., died recently. 

q Mrs. Philip Kind, wife of Philip Kind 
of S. Kind and Sons, is wisely cooperating 
in the Community Chest Campaign in 
which her husband is taking such an active 
part. She is giving teas and assisting in 
organizing women volunteers for soliciting. 
q Seveeral prominent jewelers here, as well 
as representatives of the Retail Merchant’s 
Credit Association, refused to comment on 
the effect of the expiration of controls over 
installment credit terms scheduled to take 
place November Ist. Some said that con- 
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ALL WORK GUARANTEED 
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*"Divine” Rings’ Newest Creation in 
Synthetic Stone Guards—The “DOME’’** 
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stones set in 14K 
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gold. Immediate 
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finger sizes. 
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LOUIS VOGEL, 39 S. State St., Chicago 3, Ill. 
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q Carroll Sauer, with Lange, Arcade Jew- 


eler, recently returned from a much needed 
vacation. 

q Elsie Von Wahlde, who is connected 
with her father in the jewelry business in 
the Hulbert Block, recently returned from 
visiting her sister in Sandusky, Ohio. 
Elsie’s parents, Mr. and Mrs. Ben Von 
Wahlde, celebrated their golden wedding 
anniversary October 2nd. 

q Frank Limle, father of Frank R. Limle, 
Jr., connected with Loring Andrews, passed 
away Friday, September 5th. Members of 
the trade extend their deepest sympathy. 
q George Hovey, with Carroll’s Jewelers, 
5th and Main St., is leaving shortly to take 
care of their Coral Gable store in Florida. 
q Clarence Loeb, with Litwin’s, is now on 
the road covering Indiana territory. 

q Al Gebhardt, with Litwin’s, recently re- 
turned from a business trip that took him 
through the South. 

q Gus Kuhnheim, with D. Jacobs Co., is 
much improved since his recent illness and 
is now on the road. 

q Julius D. Jacobs, Jr., is also back on the 
job again since his recent illness. 

q D. Jacobs Co. reports that Harris Jewelry 
Co. of New Philadelphia, Ohio, are open- 
ing a new store in Dover, Ohio. 

q Savin Jewelry Co., in Hamilton, are open- 
ing a new and completely modern store in 
Lindenwald, a suburb of Hamilton, on No- 
vember 15th. 

q Max Cogen, operating Hart’s Jewelry Co. 
in Hamilton, completely remodeled his 
store, and is now open for business. 

q Bud Fisher is now managing the new 
jewelry department opened at Lowenstein’s, 
at 3rd and Ludlow Sts., Hamilton, Ohio. 

q Phil Sable is the new city salesman for 
Chic Watch Strap Co., covering greater 
Cincinnati. 

q Kirkman’s Jewelry Store, Anderson, Ind., 
remodeled and moved into their new loca- 
tion on Meridian St. 

q Joe Golde, formerly with Macey’s, Cov- 
ington, Ky., and Sam Kinwald spent a few 
days in Cincinnati while in from the West 
Coast. They are now operating seven jew- 
elry stores, and are opening a new whole- 
sale house under the name of Western Dis- 
tributing Co., in Santa Ana, Calif. 

q Louis Bloesing, a veteran watchmaker in 
the Glenn Building, who used to train boys 
for watchmaking, died Monday, September 
15th, at the age of 61 years. 


q Two policemen and a jewelry store man- 
ager captured a man who allegedly at- 
tempted to steal three diamond rings worth 
$2,600 from the Kampf Jewelry Co., 617 
Vine St., on October 15th after pursuing 
him a block. William Koors, manager of 
the store, told authorities that he entered 
the shop from the rear room and saw the 
man taking the rings from the display case. 
Mr. Koors said he ran after the thief and 
retrieved the rings and held him until po- 
lice arrived. 

q Members of the trade extend their ut- 
most sympathy to Herbert Krombholtz, Sil- 
verton and Deer Park jeweler, whose 
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father, Florian Krombholtz, passed away 
September 29. 
q H. W. Burdick Co., Cleveland, Ohio, , 
wholesale jewelry firm, has opened , 
branch at Columbus, Ohio, the first in 73 
years of business. Miss Alice O’Day, aggp. 
ciated with the jewelry trade in Columbus 
for some time, is affiliated with the ney 
concern. 

q The Northern Ohio Guild of the Ameri. 
can Gem Society held its regular monthly 
meeting on October 14 at the Hatch Build. 
ing, Western Reserve University. Dy 
Henry F. Donner delivered an interesting 
address on “Origin of Gem Minerals.” Jp 
his talk, Dr. Donner considered the occur. 
rence, growth, alteration, and _ ultimate 
sources of gem-stones. 





Features Needed in Trade Today 
Discussed at Jewelers Meeting 


Originality, modern display and wide 
imagination were named as essential fea- 
tures in today’s jewelry profession, by G. 
(Dinnie) Dinsmore, president of the Cana- 
dian Jewelers’ Association in an address 
to Quebec City jewelers. 

Addressing the jewelers at a gathering 
in the Chateau Frontenac, Mr. Dinsmore 
reminded his listeners that there are two 
other factors which the modern jeweler 
should never forget: “You must be sure 
that the jewels and silverware which you 
are selling conforms with the value you set 
upon it through your reputation which in- 
spires the confidence of your client.” 

Mr. Dinsmore termed the second factor, 
“atmosphere,” telling his audience that 
“the store and decorations should suggest 
luxury and romance, factors which are gen- 
erally associated with precious stones.” 

Most of Mr. Dinsmore’s address dealt 
with the position of the jewelry trade in 
the Canadian economic structure. He 
stressed the fact that the jewelry profes- 
sion, like other professions, must adapt It- 
self to ever-changing conditions. 

He spoke of the importance of good ad- 
vertising and mentioned the various means, 
such as radio, newspapers and posters by 
which they may be accomplished. 

Quebec jewelers were cautioned to make 
regular inventories of their stock and to 
study the markets. In closing, Mr. Dins- 
more reminded his audience to ever bear 
in mind that “the customer is still king.” 
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Arthur A. Everts Company 
Observes 50th Birthday 


It didn’t take longer than an hour each 
morning to give away a gold-plated charm 
shaped as the map of Texas to each of the 
day’s first thousand visitors to Arthur A. 
Everts Co., Dallas, Texas, during the week 
beginning September 29th. The occasion 
was the week-long Golden Anniversary 
celebration which marked 50 years of a 
successful business, founded by the present 
owner of the firm with the Golden Rule as 
the store’s motto. 

For seven days the store, transformed 
into a garden of flowers through the floral 
ereetings of friends, held open house for 
thousands of visitors. Fourteen distin- 
guished leaders of the jewelry industry 
over the country came to Dallas as special 
guests at the celebration honoring the pio- 
neer Texas jeweler. 

The week-long anniversary party at- 
tracted unusual attention on several counts. 
Promoted as a non-commercial civic occa- 
sion, the various events were reported at 
length in the news columns of the local 
newspapers and on radio newscasts. The 
distinguished visitors were interviewed on 
nine public service radio programs and 
were invited to address several luncheon 
clubs. 

A series of rare exhibits and displays 
were assembled to capture public imagina- 
tion, and thousands of visitors called daily 
to file through the store’s “Jeweled Trail” 
of exhibits. The phrase “Jeweled Trail” 
having appeared in newspaper advertising, 
it was doubly emphasized during the cele- 
bration. 

While many came only to look, many 
more stayed to buy, and special sale attrac- 
tions featured in each department ac- 
counted for brisk business. Many callers 
were inspired to begin their Christmas 
shopping on the spot. 

Introduced by the festive seven-day cele- 
bration, the anniversary promotion will be 
continued through the Christmas holidays. 





One of the rare exhibits which played a 
major part in drawing record crowds to 
Arthur A. Everts Co., Dallas, Texas, during 
that firm's week-long golden anniversary 
celebration was a $100,000 birthday cake, 
resting on a revolving pedestal, festooned 
with pearls and garlanded with diamonds 
and other precious stones. Little Sue Howell, 
who stands three feet six inches high, is 
shown admiring the cake which measured 
four feet from top to bottom, topping her 
by six inches. 
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All ads will carry the Golden Anniversary 
seal, and each week an “anniversary spe- 
cial” sale item will be featured. Golden 
Christmas decorations in the store will tie 
in with the theme. 

Rare exhibits, which played a major part 
in drawing the record crowds during the 
“open house” week, were as follows: 

A $100,000 birthday cake, resting on a 
revolving pedestal and played upon by col- 
ored lights. Four feet high and two feet 
wide at its base, the lavish confection of 
six layers was iced with gold and blue 
frosting, festooned with ropes of pearls 
and garnished with diamonds, sapphires, 
rubies and other precious stones. Fifty 
candles marked the anniversary and at the 
summit was a diamond-studded “E.” 

A 65-carat perfect blue-white diamond, 
valued at one million dollars, was loaned 
by Baumgold Brothers. Glittering on black 
velvet beneath a glass bell, and constantly 
guarded by a relay of three uniformed pri- 
vate detectives, the rare jewel was one of 
the most conversation-making items in the 
celebration. 





William Weitzel, who has been with Arthur 
A. Everts Co. for 48 years and is one of 
the store's two oldest employees, is shown 
presenting an antique, jewel-encrusted gold 
cup to Arthur A. Everts at a testimonial 
dinner in his honor given by his employees. 
The cup was subsequently added to the 
store's special exhibits during anniversary 
week. 


The gala celebration was opened with a 


civic testimonial banquet in honor of Mr. | 
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NEW HERMES PORTABLE ‘ 








Everts Monday night, September 29, in the | 


Dallas Athletic Club. 


More than 300 persons, including the 
out-of-town guests, the employees, Dallas 
civic leaders and business associates, were 
present for the occasion. The dinner, which 
dispensed with formal speeches, was fea- 
tured by the presentation to Mr. Everts of 
an antique, coin gold cup, jewel-encrusted 
and elaborately engraved which was next 
day added to the store’s special exhibits. 
A gift from his employees, it was presented 
in a brief speech by William Weitzel, who 
has been with the firm 48 years and is one 
of the store’s two oldest employees. Mr. 
Everts response was equally brief but heart- 
felt: “God bless you all, and keep you 
happy and fine.” 


Service awards were presented to 45 em- 
ployees who have been with the firm from 
five to 50 years. Table favors were dia- 
mond-set charms in the shape of the Texas 
map. 





Sizes from 1-64 always 
in stock. In half sizes 
from 1-10. None genu- 
ine unless stamped 
JE VIN on face. Stocked 
by all leading material 
dealers. 
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FOR SALE 
PARIS JEWELRY DESIGNS 


Over 200 photos & sketches specially de- 
signed for fine handmade jewelry man- 
ufacture. $10 per sheet. Will show in 
N. Y. by appointment. Box "'A., 1261," 
care Jewelers’ Circular-Keystone, 100 E. 
42nd St., New York 17, N. Y. 


PROFIT 


By USING aan’ aalelalaala’ malas Ticket relale, 
Only $7.90 a 
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30 DAY FREE TRIAL 


EDWIN FREED, INC., 1233 SIXTH AVE., NEW YORK 19 
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Where to Buy 
China and Glass 
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JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bene China 


MYOTT’S 
English Stafferdshire Ware 








TEDMAN IMPORTING CO. 


225 Fifth Ave., Room 829 Tele.: CA §-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Breakfast Sets, Teaware, Smoking Articles, 
Toby Jugs and Lustrewore 

















5 importers eof 
./ ENGLISH CHINA 
. 9 aad 
EARTHENWARE 
Stoek and Im 


port 
FONDEVILLE & CO., 
149 Fifth Ave. 


INC. 


New York 10, WN. Y. 
AL. 4-0104 

















ROYAL DOULTON 


Englisk Bone China and Earthenware 


DOULTON and CO., Ine. 


Successors To 
WM. 8. PITCAIRN CORPORATION 
812 Fifth Ave. New VYerk, N. Y 











PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Merray Hill 38-8460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 


Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















| MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON'S Ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 
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Founder of Jenkins Jewelry Co. 
Retires; Passes Management to Sons 


August 30, 1947, marked an important 
milestone in the history of the Jenkins 
Jewelry Co., Jacksonville, Fla.—operators 
of 13 retail jewelry stores, and one of the 
nation’s largest distributors of jewelry 
goods. On that day, at the annual meet- 
ing of the board of directors, A. O. Jenkins, 
who had founded the company 36 years 
before, and had headed it ever since, re- 
signed from its presidency and despite their 
urging that he continue, handed the active 
management of the business over to his 
three sons. 

Elected to the presidency to succeed the 
senior Jenkins, was his eldest son, Oliver 
A: Jenkins, who has been General Manager 
of the company for the past several years. 
Second son, Henry V. Jenkins, is now Vice 
President, and Joseph J. Jenkins, the young- 
est, was added to the board and made 
Treasurer. Lucy K. Maxwell continues as 
Secretary and a director. 

The new arrangement, says A. O. Jen- 
kins, is the realization of a dream that he 
had cherished for many years—ever since 
the company became a substantial and es- 
tablished business. 











offered a real opportunity. He had no Capi- 
tal—in fact, he was flat broke—but hp 
found a supplier who was willing to |g 
him have a small stock on consignment ty 
be paid for as Mr. Jenkins collected, 
That was back in 1911. He met with, 
lot of discouragements and disappointments. 
but kept plugging away, with the encoyr. 
agement of his loyal wife, and gradually 
built up his shoe string start to the point 
where he could open a real store—then, 
another, and another—until it was finally 
the 13 stores, solidly established million 
dollar business of today which Jenkins 
Senior has now turned over to his sons, 


—_—_ 


Date for Oklahoma RJA Convention 
Decided Upon at a Recent Meeting 


The board of directors and _ vice-presi- 
dents of the Oklahoma Retail Jewelers As. 
sociation recently held a meeting at the 
Skirvin Hotel in Oklahoma City with 17 
members of the association in attendance. 

The main business at the assemblage 
was to set the date and make plans for 
the 1948 annual state convention. It was 
decided that the convention be held on 
April 18 and 19 at the Skirvin Hotel in 
Oklahoma City. 
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At the annual meeting of the board of directors on August 30, 1947, A. O. Jenkins (seated, 
above right), founder and retiring president of Jenkins Jewelry Co., Jacksonville, Fla., re- 
signed from the firm's presidency and handed the active management of the business over 
to his three sons. Oliver A. Jenkins (seated, above left), was elected to the presidency to 
succeed the senior Jenkins; Henry V. Jenkins (standing, above right), is now vice president, 
and Joseph J. Jenkins (standing, above left), was added to the board and made treasurer. 


Like many other large enterprises, the 
Jenkins Jewelry Co. had a humble begin- 
ning. “A.O.” likes to tell the story of how- 
long ago as a young man working for 
meager wages, and with only fifty cents 
in his pocket on the day before Christmas, 
he bought his young wife a piece of jewelry 
on the instalment plan for a Christmas gift, 
using that lone half-dollar as a down pay- 
ment. 

That set him to thinking, he says, that 
there must be many other people who also 
would like to buy beautiful things but who, 
like himself, could do so only on the basis 
of small weekly or monthly payments. 

Selling jewelry on credit. he decided. 








ENRIGHT-LeCARBOULEC, INC. 


CRYSTAL from Sweden 
STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


160 Fifth Avenue New York 10, N. Y. 
Telephone: CHelses 2-8702 and CHelsea 2-2558 
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SWEDISH CRYSTAL 


Kosta Alsterfors 

Maleras Bohlmarks 
DANISH CERAMICS (Bing and Grondahl) 
D. Stanley Corcoran, Ine. 


7 West 30th Street New York 10, N. Y. 
PREan«vivania #-057 
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OBITUARY 


Mrs. WILLIAM ANSEN, wife of William 
Ansen, president of Louis Aisenstein & 
Bros., Inc., watch importers, 630 Fifth Ave., 
New York, died Monday, October 13th. 
Mrs. Ansen died aboard the SS Queen 
Elizabeth, on which she was returning, with 
Mr. Ansen, from a trip to Switzerland, 
England and France. Besides her husband, 
she leaves a son, Alan, and a sister, Miss 
Minnie Blum. 

JosepH H. Beeser, 56, proprietor of the 
Walton Jewelry Co., Atlanta, Ga., passed 
away October 6 in a private hospital there. 
He is survived by his widow, two daughters 
and two brothers. 

Epwarp Dimon Birp, 72, who was a 
director of Tiffany & Co., jewelers, Fifth 
Ave. and 57th St., New York, from 1906 
until his retirement in 1941, died October 
13 at his home in Greenwich, Conn. He 
leaves a daughter and a brother, S. Hin- 
man Bird, of Armonk, N. Y., vice president 
of Tiffany & Co. 

ZeLta O. Craic, 67, a jeweler and watch- 
maker of Crawfordsville, Ind., who was 
stricken September 21 while driving his 
automobile near Colorado City, Colo., died 
September 27. Mr. Craig, accompanied by 
his wife and another couple, was on a va- 
cation trip when he was stricken. He had 
been in business in Crawfordsville for 36 
years and recently opened a new store in 
the downtown section. Besides his widow 
his is survived by a daughter. 


J. Victor Day, former treasurer and gen- 
eral manager of Smith-Patterson Co., died 
September 21. He was former president 
of the Boston Credit Men’s Association, 
and the Retail Credit Men’s Association. 

Oscar A. Gi_more, 77, of Newton, III., 
died September 4, 1947 at St. Anthony’s 
Hospital in Effingham, Ill. Mr. Gilmore 
was born in Mason, IIl., but later moved 
to Newton where he operated a jewelry 
store. He is survived by his widow. 


Ame J. B. Grrarp, 74, died August 29 
in Newark, N. J., after a short illness. Mr. 
Girard was an engraver and designer of 
jewelry and precious metals and for the 
last 20 years had been employed by Car- 
‘ier’s, New York. He is survived by his 
widow, two sons and two daughters. 

Froyp W. Huccrns, 52, of 1426 Jeffer- 
son Ave., Rahway, N. J., a jeweler and 
optometrist of that city for 23 years, died 
September 25 of a heart attack. “ erad- 
uate of Columbia University School of Op- 
tometry, he was active in fraternal affairs 
and sports. Surviving are his widow and 
a daughter. 


Harry MALasHock, 57, jeweler, of 
Omaha, Nebr., died September 13 of a 
heart attack. Senior partner of the Mala- 
shock Jewelry Store, Farnam at 16th St., 
Omaha, Mr. Malashock was active in Jew- 
ish affairs. He was a past president of 
B'nai B'rith. Surviving are his widow and 
two sons, 

O. L. McKinney, 69, a jeweler of De- 
light, Ark., died at his home in that city 
on September 28. He is survived by his 
widow, two sons and two daughters. 

Witttam A. McNEAt, jeweler of Myrtle, 
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Mass., died September 7. Surviving are 
his widow and three sons. 

Atois METz, jeweler of Rochester, Minn., 
died September 20. He is survived by his 
widow a son and three daughters. 

Harry A. Kretscu, 57, who was well- 
known in jewelry manufacturing circles 
for the past 40 years, died October 4. For 
the last 15 years he was eastern sales 
representative of J. F. Sturdy’s Sons manu- 
facturing jewelers 
Mass. He formerly was with the firms of 


HARRY A. KRETSCH 





Sinnock & Sherrill of New York and 
Speidel Corporation of Providence, R. I. 
Mr. Kretsch was a former president of the 
Jewelers Fraternal Association. He _ be- 
longed also to the Brotherhood of Trav- 
elling Jewelers, the Maiden Lane Outing 
Club, and Maiden Lane Historical So- 
ciety. Surviving are his widow and a son. 

Joun A. Parris, 73, jeweler of Sylva, 
N. C., died September 27 at his home 
there. He had been in ill health for some 
time. Mr. Parris had been engaged in 
business as a jeweler for the past 54 years 
and was well known to the trade through- 
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out the Carolinas. He is survived by his | 


widow and his son. 


Rosert W. Simpson, Jr., 80, of Newark, | 
N. J., died September 12 after an illness | 
of several weeks. He had lived in Newark | 


most of his life and was employed by Car- 
rington & Co., Newark jewelers. Mr. Simp- 
son was a member of the Brotherhood of 


Traveling Jewelers. Surviving are a daugh- | 


ter and a son. 

Frank X. Ricarp, 77, founder and 
owner of Ricard’s, Lawrence, Mass., died 
October 4 after a short illness. Mr. Ricard 
founded the business in 1894 and had been 
actively engaged in its management to the 
date of his death. He was a former presi- 
dent of the Merrimack Valley Jewelers’ 
association and was a member of the 
Massachussets-Rhode Island Retail Jewel- 
ers Association. Survivors include a 
daughter and three sons. 

Wirttram A. H. Rostnson, 77, who was 
engaged in the jewelry business in Spring- 
field, Mass., since 1907, died there Septem- 
ber 30. He had succeeded his father, Mar- 
cus F. Robinson, who had founded the 
business. He is survived by his widow and 
a son. 

CiypE K. Witson, 43, jeweler of Rich- 
mond, Ind., died October 2. He had been 
associated with the jewelry firm of Dame & 
Wilson, 710 Main St., Richmond. Surviv- 
ing are his widow, his mother and a 
brother. 
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by HENRY B. FRIED 


Executive Secretary 


The Horological Society of N. Y. 


OLLOWING the winding pinion is the clutch wheel. 
The clutch wheel has a square hole and the surface 
not used by the winding pinion must now be converted 
to a square shaft to fit into the clutch wheel. 

While the stem is still in the lathe, the winding pinion 
is placed on the stem but reversed so that its upright 
ratchet teeth face the lathe chuck and the flat back faces 
outwards as shown in Fig. 7. The lathe graver is again 
































Fig. 7. Graver is used again to make a groove above 
winding pinion to mark portion of stem to be squared. 


How to Make a Stem 


Second in a new series of articles on watch repair. this one 
on the replacement of a worn or missing stem. Here, method of 


filing the square shaft for the clutch wheel is discussed. 


(Drawings by the author.) 


brought close to the stem where it emerges from the hole 
in the winding pinion. While the stem is turned in the 
lathe, a slight groove is cut as shown in this drawing. 
The portion of the stem from this new groove to the pilot 
pin becomes the square shaft for the clutch wheel. 

The square shaft must fit into the square hole in the 
clutch wheel and will then look like Fig. 8. 


FILING THE SQUARE 


Filing.the square may be done in a number of ways. 
An elaborate set-up such as the use of a milling attach- 
ment may mill or grind the square accurately. However, 
the square may be filed with comparative accuracy with 
practiced skill or using a filing fixture. 






Fig. 8. When completed, squared end 
of stem must fit exactly into square 
hole in clutch wheel as shown here. 


A filing fixture is an attachment that fits on the lathe 
bed or into the “T” rest holder as shown in Fig. 9. The 
filing fixture has two hardened steel rollers parallel to 
each other and these straddle the projecting stem. A 
height regulating nut lowers or raises the yoke into which 
these rollers are set. This enables the file which rests 
upon the rollers to work at various heights and file 
squares or flat surfaces of various thicknesses or dis 
tances from the center of the lathe chuck. 

The rollers are cylindrical rods whose front ends have 
disc-like shoulders. These keep the file from slipping 
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ee Ene IS DIRECT CONTRIBUTION TO OUR GROWTH 
| Bridgeport, Conn. "75% of our last year’s sales can be attributed to our 
h. | excellent repair service,’ say Madison Jewelers of 
1, Bridgeport, Conn., and add, “The WatchMaster has 
th | earned for us public confidence which we treasure 
above all gains and business is consistently increasing. 
We opened a branch store and our second Watch- 
| Master was the first item of equipment purchased.” 
: Such statements are many. They are conclusive proof 
that the WatchMaster really does pay for itself out of 
the “extra” profits that it earns — Faster, better, more 
economical watch repairs (fewer call-backs) — and 
there is greater insistence by customers for “Watch- 
Master tested” work. 
ne 
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A Booklet 
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into the lathe chuck while it is stroked across the rollers 
or encroaching on the winding pinion shoulder. 





Fig. 9. Filing fixture has two steel rollers on which 
file rides to regulate depth and evenness of the cut. 


To set up the stem for filing the square, it is retained 
in the lathe. The lathe head is then locked in place to 
keep the lathe from turning or twisting while the square 
is being filed. In Fig. 10, the side-rear view of the 
spindle is shown. This contains an index plate. This 
plate most often contains 60 equally spaced holes. Gen- 
erally, every 15th hole has another indentation above it 
to mark the four quarter of the lathe head. To lock the 
lathe for the purpose of squaring a stem, the locking pin, 
shown in this view is inserted in the hole at one of the 
quarter marks indicated by the arrow and in the magni- 


fied view. 
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Fig. 10. Lock pin on lathe spindle for squaring stem. 


The filing fixture is then adjusted to a position a little 
higher than thought to be needed, for a trial cut. A fine 
file in good condition is used. The safe edge should be 
placed so that it faces the lathe. The file should not cut 
closer than the groove marked for that purpose. The 
disc ends of the fixture rollers also serve that purpose. 

The thickness of the stem square may be gotten by 
trials in the clutch wheel with an assortment of stems 
with varying square thicknesses. When the square which 
fits satisfactorily is chosen, two measurements are taken. 
One is the thickness of the square, Fig. 11A, and the 
other, 11B is the gauge of the diagonal measurement, 
from corner to the diagonally opposite corner. The 
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diagonal gauge is the diameter of the shaft which is 
become the square. This shaft shown in Fig. 7, from the | 
arrowpoint toward the pilot pin, should be cut to this 
new (diagonal) diameter. 

When the stem is filed, the first surface should appear 
as the projecting stem in Fig. 9. 







Fig. I1. Two measurements 
are taken from a trial stem, 
thickness of square, A, and 
the diagonal measurement, B. 


The file is placed flat across both rollers and pushed 
forward with strokes that do not bear too heavily on the 
stem. To press down too heavily on the stem may bend 
it and a true square will be impossible to achieve. The 
file should make full strokes and continue until it is felt 
that the file no longer is cutting the stem as the stem’s 
new flat surface is the same level as the rollers. 


Fig. 12. Square may not be finished 
as shown at A, but in handmade stem, 
square corners as at B are desirable. 


The index pin is then pulled out and the headstock 
twisted so that the locking pin may be inserted in the 
next quarter hole. The filing process is repeated until 
the four sides are done. The square may not be finished 
but rather it may have rounded edges as in Fig. 12A. 

Some new factory made stems come finished with 
rounded ends as shown in Fig. 12A. However in a hand- 
made stem this is not always desirable and the stem 
should be finished with sharp edges as indicated by the 
arrow in Fig. 12B. This should be indicated from the 
manner in which the diagonal measurement (Fig. 11B) 
was taken and a close observance of the clutch wheel 
hole. 

If the clutch wheel does not yet fit, the filing fixture 
may be lowered just a bit and the four surfaces filed 
again until the edges meet. The stem must not be re 
moved from the lathe during the entire operation of 
squaring. To see if the clutch wheel fits the square, the 
headstock may be moved back and the clutch wheel tried 
on the square for fit. In this way no part of the set-up is 
disturbed. The clutch wheel should be able to slide 
along the entire square without binding. If it does not 
fit, the headstock is brought close to the fixture again. 
The fixture is then lowered very slightly and the stem 

(Please turn to page 370) 
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Buckingham, with handle extended. measures 7 5/16” high and 
is 5 1/8” wide .. . a compact beauty. 


Sequin (below) is a well-proportioned clock, measuring 4 5:8” 
high, 7 1/8” wide and is 3” deep. ..correct for dressing table or desk . 


About distribution: It’s certain that many deal- 
ers will want to feature these and other smartly 
styled Seth Thomas models. They’re all fine-quality 
clocks of the kind that quickly appeal to customers 
who appreciate and prefer better merchandise. 


We’re now producing all Seth Thomas models on 
the basis of maximum capacity, and present pro- 
duction is at peak levels. But unprecedented demand 
continues and—in fairness to all—it remains nec- 

Sequin—another distinctive, new electric—is bright, essary to distribute = clocks = allotment. Whole- 
cheery and modern...and the clock for bright, modern settings. salers also are doing their best to distribute fair ly 
Its smart-looking case front is of mirrored glass in a deli- all Seth Fhomas clocks they receive. And so, for 
cate peach-tinted hue and the metal dial is of brushed this reason. we urge again that you keep in close, 


copper...a particularly pleasing and harmonious blend of ene ‘ “h : ; 
color. Numerals and hands are black. The sweep-second week-to-week touch with FOSS CW SOUTCS of supply. 


hand, sash and base are highly polished brass. An appro- 
priate clock for the boudoir, yet its attractive, modern 


beauty flatters any room. Sequin, toc, has plenty of “gift 
appeal” and suggests good taste. Retails at $12.50,t plus tax. Now ready — free mats for newspaper ads 


... To help dealers feature Seth Thomas clocks in 
local papers during the gift-buying season, we have 
prepared a series of one- and two-column newspaper 
ads displaying the Simsbury, Sharon, Capstan, Legacy, 
Brookfield and Baxter ... the clocks advertised in 
November and December magazines read by more 
than 23,000,000 men and women. Tie in with this 
big national advertising campaign ...send for your 
mats today. 
Seth Thomas Clocks, Thomaston, Connecticut. 





> * * 
{ Prices subject to change SETH THOMAS IS REG. U. S. PAT, OFF. 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 





WHERE CAN | GET—? 





ARAT MARKS—I have heard that there are some 


gold watch cases that are stamped with karat-marks, 


OLE POLISH—How can I test the polish inside the 


hole of a watch jewel, without a microscope or 
other expensive equipment? (Question No. 5985) M. C. but not safe to buy as junk at the karat marked. Can you 
Answer—What you ask about may be determined as give me a list of such stamps, or brands? (Question 
well by very simple means, perhaps, as with a costly No. 5988) L. 5. 
microscope. Roll-file a piece of brass wire to a slight Answer—Probably the brands you have in mind are [ 
taper; polish this with a burnishing-file; press it into the those used years ago by a watch-case manufacturer now ; 
jewel-hole until it sticks; give it a few turns; remove and long out of business, the Brooklyn Watch Case Co. Their 
examine the wire under a double-loupe. If the polish on trade-marks “Eagle,” Granger,” and their stamped picture 
the brass is unspoiled, the polish in the jewel-hole is good. of a wheat-sheaf, including initials “B.W.C.Co.,” indi- 
If the polish on the brass is dimmed or scratched, this cated cases in which only any part bearing a karat-mark 
would indicate an imperfection inside the jewel-hole, and was of that karat gold; other parts were made of lower 
karat gold. To buy these cases safely as old gold, it is 


this jewel should be exchanged for a perfect one. 
necessary to test and weigh each part separately. 


ALANCE TRAVEL—I want to use in advertising, 
the figures telling the total distance a watch balance W ATCH STOPPAGE—I am pretty successful in my 
work in trouble-shooting, but now have a job on 


travels in a-year’s time. What is this? (Question No. 
hand that has me stuck. A Swiss baguette movement, 


5986) T. Y. 
Answer—tThe distance traveled by a point on the that stops only once in a while, but I can’t find any fault 
balance of an average 16-size watch, is 8,760 miles in anywhere, and after it does stop, it always starts up again 
soon as I pick it up to examine it. Can you give me any 


a year. Duririg this time, the balance makes 157 million 
dope on this? (Question No. 5989) E. J. B. 
Answer—lIt would be easier to answer your question 


ba WATCH ASSETS—Can you give us a list of the if we could know all that you have covered in your in- 


facts about an old watch that would —_ it rare spection of the watch; but taking you at your word, about 

and valuable, for a collector of such pieces? (Question being a good trouble-shooter, and assuming that none of 
No. 5987) F. L. M. the more usual causes of occasional stoppage have been 
Answer—We would say that a watch would be con- overlooked, we will suggest careful inspection of the pas- 


sidered valuable in the proportion that it possesses any sage of each escape-wheel tooth across the pallet-yoke, 
of these attributes: (1) age, of a minimum of two cen- directly below the pallet arbor, where usually the steel 
turies; (2) if made by a famous maker, Abraham Louis yoke is formed with more or less of a “bulge” toward the 
Breguet, George Graham, Thomas Tompion, etc.; (3) if escape-wheel. Sometimes there is so little room for 
of rare artistic beauty in case or movement; (4) if for- clearance of teeth there, that when the watch happens to 

be in one position, a tooth may touch the bulge and stop 


merly used by some famous person, or associated with 
the watch. This could be so even if the watch passed its 


vibrations 


a great historical event. 
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LYRIC: The Sentinel minia- 
ture self-starting Electric Alarm 
Clock. 1-2-3 alarm. Metal case 
silver lated or gpa es 

.| finish, easily read nu- 
a Only 4%“ high. $4.95. 


aos 





ARLINGTON: The advanced 
design Sentinel wood-case elec- 
tric self-starting Desk or Table 
Clock. Beautifully grained wal- 
nut. 6” high. $12.50 







‘ 
* 


CAMEO: The beautiful Sen- 
tinel Wrist Watch. Case 10 kt. 
rolled gold, stainless steel back. 
Raised numeral dial. Pigskin 
strap. Clear view crystal. $7.95. 





ES 


MURAL: The Sentinel modern 
design electric self-starting 
Kitchen Clock. Metal case, dur- 
ablebaked enamel finish.Easy to 
see and clean; 5%” white dial, 
convex glass, bottom set. $4.95. 


@1’m the girl you met in Life Magazine and 
Saturday Evening Post full pages this month, 


reminding 40 million people about Sentinel 


ROOD 


Ne 


clocks and watches. Smart dealers all over the 


nation are cashing in on the public demand 


for this well-made, moderately priced line. Dis- 





AUTOCRAT: The popular play this fine merchandise 


Sentinel Pocket Watch. A chro- 
mium-plated winner with out- 
side black enamel numeral dial. 
Sturdy and reliable. Has mod- 
ern, red, dial-type second indi- 
cator. $2.50. 


—it sells fast and stays sold. 








} Wh 
(ears 


Retail prices quoted are exclusive of 
taxes and subject to change 








ndeetitetenin inn a oad dd 





pose omer tha aoe oo THE E. INGRAHAM COMPANY 
. itine 2 ‘ ‘ A ° . ° 
Single wind yay ees ge fe ~~ Bristol, Conn. « Established 1831 


time. Watch-type escapement, In Canada— CLOCKS AND WATCHES 


pleasant bell alarm. Metal case, 


durable baked enamel finish, The Ingraham Canadian Clock Co., Ltd., Toronto ag ° Tin 9 
nickel trim. Clear dial. $3.25. (Prices slightly higher in Canada) uard bur Srecious “ame 
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tests at the factory, as for example a 7-jewel watch where 
a little wear on the escape wheel pivots or holes allows 
an occasional contact of parts; or in a watch with 15 
jewels or more in which a jewel may have become slightly 
loose in its setting. In both cases a stoppage might hap- 
pen only when a combination of position and a tooth 
slightly longer than the rest occurs. Unless you find 
ample clearance at the place in question, it is well to file 
or lap a little off the pallet yoke, or, if any excess side- 
shake is found at either of the pivots, or a loosened 
setting of a jewel, correct this, or do both to make sure 
of freedom of passage for all of the escape wheel teeth. 


ENDANT SLEEVE—In an old 6/0 size bracelet 

watch, the pendant-sleeve is so worn in the slots 
that I cannot get my wrench to take hold to remove the 
sleeve. Is there any trick to take care of this? (Question 
No. 5990) I. G. 


Answer—Select an ordinary pentagon cutting-broach 
the end of which will just enter the sleeve, inside. While 
keeping strong pressure to hold the broach-corners 
“biting” into the steel of the sleeve, turn the broach 
slowly; this should enable you to turn the sleeve to 
remove it. 


WISS TERMS—We have a Swiss watch with these 
words stamped on movement and case, and wish to 
know the meaning of them—Argent, cuivre, echappement 
ancre, and 8 Jours, on the case, and A and R on the 


balance cock at regulator, and Brevete on the barrel 
bridge. (Question No. 5991) B. J. A. 


Answer—‘“Argent” means silver; “cuivre,” non- 
precious metal, probably copper; “echappement ancre,” 
lever escapement; “8 jours,” 8-days; A, “avancer,” to 
make faster; R, “retarder,” to make slower: “Brevete.” 
patented; all these terms are in French. 





HOW TO MAKE A STEM 
(From page 366) 


filed again. If the fit is very close. it may be stoned with 
an oilstone slip. 

A well-filed square should permit the clutch wheel to 
move up and down along the square freely without any 
twisting side shake of the stem in the clutch wheel. 

Filing the square with a filing fixture assures an even. 
centered square, each surface of equal width and at right 
angles to one another. | 

When the square is to be filed by hand and without a 
filing fixture, greater care must be exercised. Figure 13 
shows how this is done. The stem is in the chuck and the 
headstock locked as in Fig. 10. The “T” rest is brought 
out far in front of the lathe bed and this serves as a guide 
for the file but the file must not either touch or rest 
upon it. 

To prevent the file from filing the winding pinion 
shoulder the left hand grasps the headstock so that the 
thumb is pointed outward. The thumb is held against 
the safe edge of the file and guides the file warding off 
any pressure that would trespass on the winding pinion 
shoulder bearing. 

When “‘free-filing” the square the width of the first filed 
flat surface becomes the guide for the other three sides. 
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The first flat surface must be tiled flat so that each 
straight edge of this flat surface is perfectly parallel 4, 
its opposite edge. If the edge toward the pilot pin seems 
wider than the edge nearer the chuck, it is an indication 
that the stem is being filed to a taper. If the opposite 
ends are wider, the result will be that the clutch wheel 
will work only in the setting position. 

















Fig. 13. Greater care must be exercised without use 
of filing fixture. ‘T' rest serves as guide for file. 


When the first surface has been filed satisfactorily, the 
next quarter is then attempted. The second surface must 
be filed to exactly the same width and no wider nor 
narrower than the first. This is a must even if the corners 
remain rounded as in Fig. 12A. The third and last sur. 
faces of the square should then be filed exactly as the 
first. If one surface should be filed wider than another 
it will result in a shaft that is rectangular and not square 
as well as one that will be off center. 





Fig. 14. Stem tapered too thin at one end permits 
it to slide around in square hole of clutch wheel. 


If the clutch wheel does not yet fit, the first surface is 
filed a little further, keeping in mind that the edges must 
be kept parallel and true. The other surfaces must then 
match the new width of the first until the clutch wheel 
fits. In this way, it will become a square instead of a 
rectangle and each surface will be equally distant from 
the center. A square that is off center with the pilot pin 
will soon wear out all the winding wheels due to the 
eccentric path in which it forces the clutch wheel to take. 
A stem that is tapered is too thin at one end and permits 
the stem to skid around in the square hole of the clutch 
wheel. This is especially true during the setting position. 
This is shown in Fig. 14. 

After the square is filed to satisfaction, it is placed in 
the movement together with the winding pinion, clutch 
wheel, clutch lever and setting wheel. The detent is re 
placed but not tightened. The stem is then tested to see 
whether it will wind the watch and when the clutch 1s 
shifted, it should easily turn the dial train. 


(To be continued) 
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Metals of Guaranteed Purity | 











Kastenhuber & Lehrfeld, Inc. 


21 West 46th Street 








GOLD * SILVER * PLATINUM * PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


We solicit yout SS weeas.. 


Filings—Scrap Gold and 
Platinum—Metals 


Your Old Gold Shijaments 
WILL RECEIVE 


Special fitten tion 








Tel. BRyant 9-1060 New ne 19, N. Y. 
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FIT-TITE MOULDED GLASS 


Watch (hystals 


CYLINDRICALS ¢ FANCY FLAT TOPS 
GABLE TOPS « ROUND BALLS * ROUND FLAT TOPS 







.s precision crafted, highly polished moulded glass 
watch crystals for all popular makes of men's and 
ladies’ watches... those originally fitted with and 
Write for the new FULTON ~~ those capable of being modernized with moulded 
Moulded Glass Watch Crystal ~— Gass crystals. Completely finished and ready for 


Catalog No. 1 , a" 
— dustproof fit without further grinding. An opportu- 


nity to profit from the vast, new market in moulded 
Qi } glass with the finest quality moulded glass crystals 


you — or your customers —can buy. 
WATCH CRYSTAL CORP. 





















Cabinet Assortments or refills. 
Your material jobber will supply you. 














121 FULTON STREET, NEW YORK 7, N.Y * ESTABLISHED 1931 
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Two-Hour Thanksgiving Day Show 
Again to Be Broadcast by Elgin 





Announcer for the big Elgin Thanksgiving 
Day "Two Hours of Stars’ show will be 
Don Ameche. 


For the sixth consecutive year, America’s 
holiday season will be given an added lift 
by the Elgin National Watch Company’s 
“Two Hours of Stars” radio programs on 
Thanksgiving and Christmas, Gordon How- 
ard, Elgin advertising manager, announced 
last month. 

“The Thanksgiving Day show will be 
aired over the full network of the Columbia 
Broadcasting System from 4:00 to 6:00 
P.M., Eastern Standard Time on Thursday, 
November 27, Mr. Howard stated “and 
stars already signed for this year’s event 
indicate that the 1947 show will top all 
previous programs.” | 

The roster already signed for the Thanks- 
giving show includes Jimmy Durante, Jack 
Benny, Don Ameche, Red Skelton, Vera 
Vague, Yehudi Menuhin, Sir’ Lancelot, 
Doris Day and Ken Carpenter. Further 
additions to the big-name cast will be an- 
nounced later. 

Additional impetus will be given to the 
show this year in the form of special ad- 
vertising and promotion, such as 100-line 
advertisements to be published in 183 news- 
papers in 168 cities, on the day preceding 
the Thanksgiving broadcast. Advertising 
mats will also be sent to Elgin dealers. 

The familiar voice of Don Ameche again 
will be heard introducing favorite enter- 
tainers to listeners, and as in the past, he 
also will be heard in a dramatic sketch 
based on the Thanksgiving theme. 

Back in his regular spot as commercial 
announcer of the program will be Ken Car- 
penter, who is heard regularly as announcer 
on the Kraft Music Hall, the Bing Crosby 
show and the Edgar Bergen broadcasts. 





— 


Saunders to Represent Luria 


L. Luria and Son, Inc., jewelry whole- 
salers with offices in New York and Mi- 
ami, has announced the appointment of 
Frank Saunders as sales representative for 
the southern territory. Mr. Saunders, who 
has a wide background of experience in 
selling and merchandising in the jewelry 
field will soon be calling on his many 
friends in the south. 


O12 





Parker Pen Co. Offers 
Retail Sales Training Program 


A retail sales training program—that is 
believed to be the biggest thing of its kind 
ever attempted—has been prepared by the 
sales division of the Parker Pen Co. and is 
scheduled to “go on the road” this month. 
It will provide, through motion pictures 
and slide films, a full course in the art of 
selling which will be presented to behind 
the counter personnel in retail stores from 
coast to coast. 

A resident sales training program will 
also be maintained in the company’s home 
office in Janesville, Wis., and in the New 
York, Chicago and San Francisco offices. 

The complete program covers all aspects 
of selling from good manners to sales psy- 
chology, and is designed to run for two 
full days. However, the four motion pic- 
tures and eight slide films that comprise 
the complete course, can also be separated 
and used for individual sessions as brief 
as 20 minutes. 

“We guarantee this course will teach sales 
people much they may have forgotten dur- 
ing the war,” says James E. LaMarr, who 
directed the development of the program, 
and will provide many valuable aids for 
persons just entering the field of retail sell- 
ing. The benefit to retail establishments is 
obvious. 

Parker salesmen making regular calls at 
stores will be equipped with portable slide 
projectors, screens, records and_ players, 
and will handle the job of presenting the 
training program to the sales people. 


Makes New Sheeran from Old 


An interesting little brochure describing 
the unusual services rendered by the Wil- 
liam Hertel Co., 17 West 45th St., New 
York, has just been issued by that firm. 

Restoring old articles of gold, silver, 
pewter and other metals to their original 
condition, or remaking old pieces into new 
ones is the company’s specialty. Smashed 
and battered hollowware is re-constructed 
and refinished; new parts are made and in- 





- stalled to replace missing ones; missing 


pieces of flatware are reproduced; candle- 
sticks, pitchers, tureens, etc., are re-made 
into new ornamental articles; and plating, 
refinishing, engraving are taken in stride. 

Photographs taken in the shop illustrate 
the booklet and show the steps in salvaging 
things that at first glance seem beyond re- 
pair. The jeweler who is faced with a 
seemingly impossible job will find the book- 
let a useful thing to have in his reference 


file. 


New and Larger Quarters 


For Cromwell Watch Bands 


The Cromwell Mfg. Corp., makers of 
“Lady Cromwell” and “Lord Cromwell” ex- 
pansion watch bracelets, announces its re- 
moval to new and larger quarters at 108 
Lawrence St., Brooklyn 1, N. Y. 

The expanded facilities, according to the 
announcement, were made necessary by the 
constantly increasing demand for their line 
of watch bracelets which includes, in ad- 
dition to the Lord Cromwell and Lady 
Cromwell, the popular “400” series. 




















Kramer Jewelry in New Showrooms 


The Kramer Jewelry Company’s ney 
showrooms, located at 48 West 37th St 
New York, was officially opened for trade 
showings on Friday, October 3, after be. 
ing completely remodeled in record time 
by Robert Heller Associates, industrial de. 
signers, of New York and Chicago, 

Formerly an old loft floor, the once drab 
interior has been converted into a recep. 
tion room, private offices and showrooms jn 
which unusual color treatments, wall-to. 
wall carpeting and rich floral drapery pat. 
terns have been introduced to achieve the 
transformation. 

Plexiglass covered shadow-boxes to dis. 
play jewelery designs, spotlighted by in. 
candescent lighting, line the wall in the 
corner of the reception room reserved for 
clients, and a unique mahogany showcase, 
fitted into the wall between the two smaller 
showrooms provides displays in both rooms, 

Combination incandescent and fluorescent 
lighting is used throughout, and the en- 
tire floor is air-conditioned. 


= —-----——- 


New Display Fixture 
For "American Beauty" Rings 





Dramatizing the beautiful styling and 
fine quality of “American Beauty” diamond 
bridal sets, fhe attractive, hand-colored 
display shown above is now being offered 
to jewelers by Untermeyer, Robbins & Co. 
New York, manufacturers of the “Amer- 
ican Beauty” line. 

Of white faille with a base of crimson 
velvet, the hansome display features the 
company’s exclusive “Locked-in-Love’ 
bridal sets and makes a smart background 
for the simultaneous showing of nine dit- 
ferent styles in diamond and wedding ring 
sets. 


_ 


"Lustern'' Line to Be Backed 
By National Advertising 


A national advertising campaign featur- 
ing “Lustern” hand-crafted bracelets and 
the company’s new “Grecian” mesh chokers 
is to be started by the manufacturers, the 
Louis Stern Co. Commencing in the De- 
cember issues of leading fashion magazines, 
the campaign, whose theme will be: 
“Readers Everywhere Will Turn to Lus- 
tern!” will be backed up by attractively 
designed dealer counter cards, newspaper 
mats and window trims. 

Home offices of the Louis Stern Co. are 
located in Providence, and branch offices 
are maintained in New York, Philadelphia 
and Chicago. 
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Mr. JEWELER: 


We will prove it. 


o PBonden—o 


Graduate Watchmakers 


We will protect you 
with a $100.00 Bond 


on our graduates 


Today there are entering the trade, graduates of schools 
with various qualities of workmanship. Some jewelers 
have had sad experiences with these poorly trained 
students. 

Due to this existing weakness we want the opportunity 
to prove our superiority in training of good men and 
women who are capable of repairing and rating cus- 
tomers’ watches in all positions to WATCHMASTER 
perfection. 

If, therefore, any graduate of W. P. H. I. that is placed 
with you and recommended by us as capable of meeting 
your requirements does not fulfill your expectations 
after two weeks, we will protect your loss up to $100.00 
with our Cash Bond. 

To date we have not found this necessary as our 
recommended students are capable mechanics. 


Western Pennsylvania 


Horological Institute, inc. 


ACCREDITED BY THE 
NATIONAL COUNCIL 
OF TECHNICAL SCHOOLS 
WASHINGTON, D. C. 


¢ Nationally accredited by the United Horological Association 
of America. 


e Licensed under the private trade school law of Pennsyl- 
vania by the State Board of Vocational Education. 


© Approved School for Veterans Training under the G.I. Bill 
of Rights. 


The World's Largest Watchmaking School 
William O. Smith, President and Technical Director 





I. Tops in teaching watchmaking 
2. Finest school training 
3. Capable Proficient Graduates 


4. Most completely equipped school in 
the World. (over 48 Watchmasters) 


Our Watchmaster curriculum compiled under the 
supervision of Charles Purdom, Author of Scientific 
Timing. 


For further information wire or write at once. 


Western Pennsylvania Horological Institute, Inc. 


Dept. J-2 807 Ridge Avenue Pittsburgh 12, Pennsylvania 
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With fall weddings, anniversaries 
and Christmas just ahead, those 
with taste and means will be seek- 
ing for gifts that are unusual, 
distinctive. You can attract this 
desirable, trade-influencing 
patronage by featuring Revere 
Clocks, for there is nothing quite 
like the music of Westminster 
Chimes combined with distin- 
guished design and the modern, 
electric, timekeeping accuracy of 
the Telechron Motor. Send for 
catalog showing the whole line. 


THE REVERE CLOCK CoO. 
CINCINNATI 6, OHIO 

















Despite much costlier manufacturing 
there is only 20% difference between now 
and pre-war Revere prices. 


FLOOR CLOCK shown 

is the ADAMS. True 

Colonial charm. 75!/,"' 

high. Westminster 

Chimes. Retails for $395 
plus tax. 





MANTEL CLOCK 
No. R-937 is a new in- 
terpretation of an ever 
popular style. West- 
minster Chimes. Retails 
for $45 plus tax. 


NEW YORK OFFICE AND SHOWROOM: 37 West 47th Street 
CHICAGO SHOWROOM: 1422 Merchandise Mart oe 
SAN. FRANCISCO SHOWROOM: 705 Merchandise Mart 

















Upper left: Movie star 
Mary Meade crowns 
Cary Lynn "Queen for 
a Day" and presents her 
with a "Coronation" 
ring set. Upper right: 
One of the 100,000 cer- 
tificates dropped from 
an airplane in the New 
Orleans promotion to 
tie-in with the premiere 
showing of "Out of the 
Blue.” Lower right: 
"Queen" of the Studio 
City Festival, Rosie 
Schallberger (left) 
poses for the newsreels 
with Leo Carillo, Mas- 
ter of Ceremonies, and 
Noreen Nash, "Apple 
Queen” of the State of 
Washington. 


Several rather spectacular publicity 
stunts for “Coronation” diamond rings 
were carried on last month by the manu- 
facturers of that line as part of their con- 
tinuing campaign of consumer promotion, 
all of which succeeded in getting promi- 
nent mention in newspapers and radio. 

One of these was a tie-up of “Corona- 
tion” rings with the coronation of the 
“Queen” of the annual fiesta of Studio City, 
California, which is always a gala occasion 
for the southeren part of the state and is 
played up correspondingly in the local 
press. Pretty girls compete for the title 
and the winner is duly crowned with ap- 
propriate ceremonies. Obviously, the pres- 
entation of a “Coronation” ring was a 
“natural” for such an occasion and Corona- 
tion Diamonds, Inc. took advantage of it 
with due fanfare. Prominent newspaper 
publicity resulted. 

Further carrying out the “Coronation” 
theme. the queen of the “Queen for a Day” 


CORONATION RINGS STAGE 











PROMOTION STUNTS 


OUT OF THE BLUE | 


CORONATION DIAMONDS 
AND OTHER WONDERFUL GIFTS 
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radio program was similarly awarded one 
of the company’s rings in its “Coronation” 
box, all of which was duly registered on 
the nation-wide broadcast to its host of lis- 
teners. 

The third, and most spectacular stunt 
consisted of dropping 100,000 “Coronation 
Certificates” from an airplane circling over 
the city of New Orleans. Advance news- 
paper ads explained that some of the cer- 
tificates would have the “Coronation” 
trademarked crown printed in blue and 
that the first two persons to present such 
certificates at the White Bros. Jewelry 
Store would receive a “Coronation” dia- 
mond and wedding ring set, and that other 
gifts would be awarded to all other per- 
sons finding the blue crown certificates. 
The stunt tied- in with the World Premiere 
Showing of a new feature movie entitled 
“Out of the Blue” and generated an un- 
usual amount of interest and resulted in 
considerable publicity for the line. 








Camfield Elects Genter Chairman 
Camfield Mfg. Co., Grand Haven, Mich.., 


has announced the election of Harold C. 
Genter as a director and Chairman of the 
Board, succeeding the late Russell W. Cam- 
field, founder and president of the com- 
pany, who passed away in August. 

Lawrence V. Meyering, former secretary- 
treasurer and general counsel, was elected 
president, and G. R. Van Aartsen, who 
joined the Camfield organization late in 
1946, was elected secretary. 

Preston D. Higgins and Edward L. Tay- 
lor continue as vice-presidents, Mr. Higgins 
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in charge of purchasing and manufacturing 
operations, and Mr. Taylor handling sales 
and advertising. 


The new chairman, Mr. Genter, was one 
of the founders of the Waters-Genter Co. 
of Minneapolis, the originators of the auto- 
matic electric toaster, which was purchased 
by the McGraw Electric Co. He is the 
owner of basic patents under which the 
Camfield toaster is built, and members of 
his family are Camfield stockholders. 

Camfield operates two plants in Grand 
Haven manufacturing electric toasters and 
a variety of laminated wood products. 












Elgin-American Goes on the Air 
With National Network Show 


Already the leading advertiser in jx 
field with an annual appropriation of 
$1,000,000, Elgin American will expand its 
1947-48 advertising activities still further 
by sponsoring a new coast-to-coast network 
radio program, “You Bet Your Life,” star. 
ring the famous comedian, Groucho Marx 
The new show, which went on the air on 
October 27, will be heard on 111 stations 
of the ABC Network, Mondays at 8 P.M, 
Eastern Standard Time. It is an audience 
participation show with cash prizes and 
Elgin American products awarded to con- 
testants. Both the radio program and the 
company’s magazine advertising will fea. 
ture the theme “Every Woman Needs 
Three” (compacts). The objective is to 
emphasize compacts as fashion accessories 
and to make women as conscious that the 
style and type of their compacts must be as 
appropriate to the time and occasion as 
their costumes. 

Company officials state that fashion au- 
thorities and editors of fashion magazines 
are in hearty agreement with this objec- 
tive. Since the promotion of a wardrobe 
of compacts to complement a wardrobe of 
clothes would encourage women to buy 
compacts more frequently for their own 
use as well as make compacts more impor- 
tant as gifts, Elgin American officials an- 
ticipate the ready cooperation of the retail 
trade. 

This new approach to increased volume 
has been dramatized by Elgin American in 
a unique and styleful “package” of store 
helps which, it is stated, will soon be avail- 
able to the trade. 


ee eee 


Parker Watch Reduces Prices 


Price reductions on Parker watches 
averaging between 2 and 3 per cent were 
put into effect on October 1 by the Parker 
Watch Co. “The reductions,” said A. I 
Parker, President of the company, “are the 
result of new economies in shop work and 
production, the benefits of which we are 
passing along to our customers. 

“It is my belief,’ Mr. Parker added, 
“that business runs the risk of serious dam- 
age from the increasing spiral of prices. 
Hence it is our aim at the Parker Watch 
Co. to use every means available to us to 
fight these price raises, and passing along 
reductions in our own costs 1s one impor- 
tant way of doing this.” 

Mr. Parker stressed in his announcement 
that the lower prices will apply on all 
watches shipped after October 1, regardless 
of when the order was written. 


— 


B. B. Pen Co. Enlarges Factory 


Robert E. Blythe, president of the B. B. 
Pen Co., Inc., manufacturers of ball point 
pens, recently announces that the firm has 
found it necessary to increase its plant 
space facilities from 8,000 to 20,000 square 
feet. 

“The unprecedented demand for B.B 
ball pens has put us on the spot,” said Mr. 
Blythe. “Right now we are producing some 
1,500,000 pens a month and expect to fur- 
ther increase this number. The avalanche 
of orders which we have received neces 
sitated such an expansion, which will en- 
able us to meet our orders on schedule,” 
he declared, and went on to say that deal- 
ers can be assured that their orders will 
be filled as promptly as possible. 
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JEWELRY SCHOOL 


Teaching the design and 
Handmaking of Jewelry 





Classes Now Forming for 
Morning and Afternoon 
and Evening Sessions 





Veterans Eligible 


Licensed by State of New York 
School of Watchmaking being organized—license pending 


New York Jewelry Trades School Inc. 


560 Melrose Avenue, New York 
ME 5-5759 (at 149th & 3rd Avenue} 
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JEWELERS MACHINERY 
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105.06 $65.00 $325.00 
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REYNOLDS REYNOLDS REYNOLDS 
FOR FOR 
AUTOMATIC 
POWER aaa 
PRESSES PRESSES HAMMERS 


Reynolds is YOUR HEADQUARTERS for new JEWELERS MACHINERY AND has 
one of the most complete new-condition stocks of USED MACHINERY available 
anywhere! Send us your inquiries. 


REYNOLDS MACHINERY CO. 


303 EDDY STREET + PROVIDENCE, R. lI. 
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GILBERT alarm CLOCKS 


manufactured and guaranteed by 


THE WM. L. GILBERT CLOCK CORP. 


CLOCK MAKERS TO THE NATION SINCE 1807 


WINSTED, CONN. 


Laconia, N. H. 
551 Fifth Avenue 141 W. Jackson Blvd. 
New York 17, N. Y. 


Chicago 4, III. 
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New, Full-Color J-B Display 
Now Available to Jewelers 





To help jewelers promote their line of 
J-8 watch bands for the fall and Christmas 
seasons, Jacoby-Bender, Inc., is currently 
distributing the 4-color laminated easel dis- 
play pictured above. 

The display illustrates several outstand- 
ing numbers of the new J-B line in natural 
color against a “three-dimensional” back- 
ground. Its size (8% by 11% inches), 
makes it equally suitable for use in win- 
dows, wall-case units, or on counters. 

All jewelers handling the J-B watch band 
line will receive copies of the display in a 
mailing to be made this month by Jacoby- 
Bender. Any who may fail to receive one 
may obtain it from their wholesalers or by 
writing to Jacoby-Bender, Inc., 161 Avenue 
of the Americas, New York 13, N. Y. 


Rolfs Offers Sales Training Plan 


“Rolfs, manufacturer of personal leather 
goods, has announced an unusual sales 
training service for retail store personnel. 
Its aim is to obtain, for the retailer, the 
multiple advantages of raised unit, supple- 
mental, and new sales, quicker closing, 
higher total sales volume, and the greater 
customer satisfaction that comes from hav- 
ing been served intelligently. 

Key piece in the new Rolfs program is 
the textbook, “How to Improve Your Sell- 
ing of Personal Leather Goods,” which will 
be delivered personally by the company’s 
sales representatives to the individuals in 
each of their dealers’ stores who meet the 
public across the retail counter. 

In conjunction with this course of study 
in sales techniques, five of the Rolfs “Sig- 
nature” billfolds, made of Jacaretinga 
leather and 14-karat gold and retailing at 
$120 each will be awarded as prizes to the 
five salespeople who submit the best brief 
descriptions of their methods, under the 
title, “My Most Successful Method of Sell- 
ing Rolfs Leather Goods.” 


Kreisler Adds New Salesmen 


Rudolph O’Larte, who has been asso- 
ciated with the Jacques Kreisler Mfg. Corp. 
for 13 years has been appointed sales rep- 
resentative for the Brooklyn-Long Island 
territory. 


Simultaneously, the Washington-Balti- 


more area has been assigned to Milton 
Davis, who joined the Kreisler organization 
in August, 1947. 
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For a "Lady in the Dark" 


An entirely new kind of compact. called 
the “Venus-Ray” which introduces an en- 
tirely new idea into the fashion accessory 
world, has been launched by the Spotlit 
Corporation. The compact has a tiny light 
which flashes through the mirror when the 
cover is opened, enabling the users to ad- 
just her make up in even such places as a 
darkened theater, concert hall, or automo- 
bile and so be sure of looking her best 
when he comes into the light. 

“Venus-Ray” is also equipped with a per- 
fume dial and a standard size refill case 
for lipstick. The line consists of nine 
models ranging in price from $6 to $500 
retail. All models carry the same features 
and the price and taxability are determined 
by the materials used. 

A strong promotional campaign of both 
consumer and trade advertising has been 
scheduled and the manufacturer is also 
engaging in cooperative newspaper ads 
with retail stores. 

National distribution has already been 
organized and it is expected that several 
thousand jewelry and department stores 
will be handling the illuminating compact 
by Christmas. 


—_——_—~» 


Chicago Sales-Service Office 
ls Opened by General Time 


General Time Instruments . Corporation 
has opened a consolidated sales and service 
office at 111 North Canal St., Chicago. ex- 
panding facilities curtailed by the war. 

Occupying more than 9,000 square feet 
of floor space, the offices will maintain com- 
plete sales and service staff for Westclox 
clocks and watches; Seth Thomas clocks: 
Stromberg recording instruments, and Hay- 
don timing devices. 

Decorative motif for the new office is 
strikingly modern, with soft greys and light 
woods predominating. 


—_—— —_—_—__ 


New Patented Rhinestone Dial 
Permits Thinner Watches 


RX 


ons sai ae, ae aE ee 


Sere 








’ a fo ¥ 
iar c hae. 





LS Ee ee 


5] 
4 
9% 


a 


a 
7;,-2 


é % 
“ee Sees Treas Se 








va Pee eee 














A new and different type of rhinestone- 
set watch dial which is stated to permit 
closer fitting of dial, movement, and case, 
and thus to provide for a thinner complete 
watch, has been developed and placed on 
the market by the Swiss Watch Dial Co., 
94 Fulton St., New York. A U. S. patent— 
No. 2,427,961—has been granted giving the 
Swiss Watch Dial Co. the exclusive right 
to the use of the new principle upon which 
the dial is based, and it will be manufac- 
tured exclusively by them. 

The basic idea consists of a new type 
of thinner and beveled edge which allows 
closer fitting of the bezel and crystal to the 
body of the case, while at the same time 
providing adequate clearance for the hands. 
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Ronson Program Wins Award 





Governor Alfred E. Driscoll (right) of the 
State of New Jersey, presents Fred Van De. 
venter with a "blue-ribbon" award, desig. 
nating ‘Twenty Questions,’ the Ronson- 
sponsored Mutual Network show, as the 
"Best Quiz Program on the Air." This is 
the second successive year that the pro- 
gram has been so honored by the New 
Jersey State Fair. Mr. Van Deventer is the 
creator of the popular radio game and one 
of its regular weekly experts. 


For the second consecutive year, Ronson’s 
coast-to-coast radio program, “Twenty 
Questions,” has been chosen the “Best Ra- 
dio Quiz Program on the Air,” by New 
Jersey’s State Fair Committee. Governor 
Alfred E. Driscoll honored the program 
with a personal appearance, during which 
he bestowed the “blue ribbon” plaque and 
then remained to act as guest participant 
on the popular radio version of the familiar 
parlor guessing game. 

The quiz program, now in its second 
year is making radio history with over two 
million pieces of mail received during its 
short span on the airwaves. This is a spec- 
tacular tribute to the interest shown in the 
program content, as no bonanzas like a trip 
around the world, a house in the country 
or a moving picture contract are offered as 
prizes. For subjects used on the program, 
the sender receives a Ronson pocket lighter 
and servicer, while Ronson table lighter 
tray sets are awarded to those whose en- 
tries stump the “Twenty Questions” board. 

The show is broadcast on Saturday nights 
at 8 o’clock over the Mutual Broadcasting 
System and the Dominion Network of the 
Canadian Broadcasting Corporation. It is 
heard on the Pacific Coast at 8:00 P.M., 
Sundays. 


Big-Scale Promotion Program 
For Crawford Watches in 1948 


The 1948 advertising program of the 
Crawford Watch Corp. will be the largest 
in the history of the Crawford Watch Corp. 
Consistent space in the trade papers and 
national magazines will be supplemented 
by a free mat service, elaborate counter 
pads, display stands, window clocks, and 
neon-lighted sign clocks. 


The watches will be packaged in a two- 
tone plastic velvet-lined display box, ac- 
companied by a velour-covered guarantee 
booklet. These boxes have an additional 
utilitarian value, as the lining can be re- 
moved and the boxes used as small jewel 
cases. 

Alex Wein, the company’s president, 
takes an optimistic view of the business 
outlook for 1948, on the basis of reports 
from his Sales Manager, Jack Goldenberg, 
who has recently returned from a trip 
through the middle west. 
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UNBREAKABLES 
for bigger profits 
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ASSORTMENT FOR WATERPAOCF WATCHES 


Assortment No. W-1 $27.00 


\!/, gross Waterproof crystals in '/2 
sizes and flange edges complete with 
the attractive one drawer, 2 compart- 










ment container. 
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NEW 1947 
CATALOG 
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15 DRAWER STEEL CABINET 


Assortment No. A-2 $177.50 


10 gross Fancy beveled-edge 
crystals, 2 gross Lentille Chevees 
with complete Inserting Set, in- 
cluding cabinet. 


Assortment No. A-4 $207.50 


10 gross Fancy beveled-edge 
crystals, 2 gross Lentille Chevees, 
and 2 gross Waterproofs in '/ 
sizes and flange edges, with com- 
plete Inserting Set, including 


cabinet. 





Complete line of WATERPROOF, FANCY and LENTILLE CRYSTALS. 








SUC INSERTING SET 


Assortment No. L-18 Assortment No. LW-39 


Chevee crystals in '/>_ sizes, 
packed in a beautifully finished 
mahogany chest. 


hogany chest complete 
SUC Inserting Set. 





STANDARD UNBREAKABLE WATCH CRYSTALS, 


$28.95 $39.50 
Inserting Set with a I'/, gross This assortment contains I!/ 
assortment of SUC Lentille gross SUC Waterproof crystals 


in '/y sizes only, packed in ma- 
with 
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a Jewelry Sparkle 


#, Restores original brilliance to dirty rings, 
4 bracelets, necklaces and other jewelry in 
" a jiffy. e Cleanses silverware quickly. 
| ¢ Will not hurt the hands. e Attractive 
| counter displays free with every carton. 
V4°6Oc fora big 4 ounce jar—less your dis- 
4 count. Packed 2 dozen in a nested carton. 
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Kari Jewelry Cement 


Quickly repairs all types of broken 
jewelry, china, glassware, celluloid and 
leather goods. e Sets loose gems and 
watch crystals permanently. e Does not 
discolor precious stones e Transparent. 

e Waterproof. e 35c per bottle —less 
your discount. e Packed 1 dozen in an 
attractive display carton. 
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1366 EAST 34th ST., CLEVELAND 14, OHIO 
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"THE OLD RELIABLE” 
WESGO PLATING OUTFITS 


You can't go “Wrong” on the time-tested Wescos. Twenty 
years of constant improvement have made our present models 
the finest platers designed especially for jewelers use. 


Now more than ever before the Wesgo is an efficient, inex- 
pensive, noiseless, trouble-free and portable instrument for all 
electroplating, stripping and coloring processes. 


Available in 5 and 15 ampere capacity. 


For more complete details and descriptive literature, see your 
dealer or write. 


WESTERN GOLD & PLATINUM WORKS 


589 Bryant Street @ San Francisco 7, Calif. 
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BP & M Plans Expansion 
Of Production Facilities 


Sidney Kramer, president of Bayer, 
Pretzfelder & Mills, Inc., 11 East 48th St., 
New York, sailed on October 17, for an im- 
portant business trip through FEurope, 
which will include visits to the Imperial 
and Glycine watch factories, which BP&M 
represents in the United States. 

On the eve of the 100th anniversary of 
the firm, says Mr. Kramer, business has 


SIDNEY KRAMER 





shown such remarkable growth that it has 
become necessary to prepare for a marked 
increase in the manufacturing facilities of 
the BP&M line of timepieces which include 
the Imperial, Glycine, and Nicolet watches 
and Harvard timers. The current year has 
already exceeded any other in the history 
of the firm, and the current rate of orders 
indicate that the growth in business will 
continue, Mr. Kramer stated. 

He will hold several meetings with his 
plant managers in an effort to find addi- 
tional qualified watchmakers and more of 
the materials that go into the manufacture 
of these fine timepieces in order to expand 
the production facilities of the factories. 

During Mr. Kramer’s absence, General 
Manager Herbert Faithful will be in 
charge of the affairs of the company. 


Christmas Catalog by Gemex 


The Gemex Co. announces that they 
have prepared for use by jewelers a color- 
ful Christmas catalog featuring a wide va- 
riety of typical gift merchandise, such as 
watches, compacts, costume jewelry, pens 
and pencils, etc., as well as Gemex watch 
bracelets. 

Further details may be obtained by ad- 
dressing the Gemex Co., 1200 Commerce 
Ave., Union, N. J. 


White Gold Roses Lend Sparkle 
To "Diamonette” Rings 


The White Rose Jewelry Mfg. Co., which 
specializes in engagement rings, wedding 
rings, and mountings, has introduced a new 
type of ring which has been named the “Dia- 
monette.” The unusual feature of this ring, 
which is patented, lies in the fact that the 
sparkle ordinarily provided by small dia- 
monds is here achieved by setting carved 
18-karat white gold roses into a band of 
14-karat yellow gold by a special process. 
White Rose has at present 11 “Diamonette” 
designs, the most popular of which is the 
“Facetted Diamonette,” which has facetted 
edges to lend additional highlights. 

White Rose has begun a program of 
publicity and advertising to promote the 
“Diamonette” as well as its other rings. 
The campaign includes trade, consumer, 
and point-of-sale advertising with a new 
three-color catalog featuring more than 500 
items. 
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Acco's New "Tex-Twist'’ Band 
Has Unique Features 


A unique idea in expansion watch bands 
has been incorporated in the “Tex-Twist” 
line of the Acco Mfg. Co., according to 
Alfred Corbi, president of the firm. 

The construction, which is exclusive with 
Acco, is called the “Twistercraft,” and uses 
only two eyelets instead of three—and no 
cross bars. The result, the company states, 
is amazing flexibility and strength. The 
band can actually be tied in knots, it is 
said, yet is so strong that damage and 
breakage has been reduced to the minimum. 
The band also features a new refinement in 
the end lugs. 

To provide an effective sales setting, the 
“Tex-Twist” is distributed in a strikingly 
unusual package which simulates a beauti- 
fully bound miniature book. A vigorous 
advertising and’ promotion campaign is 
planned for the near future. 
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Max Stern Back from Europe 


Max Stern, President of Max Stern & 
Co., gem importing firm, who has been 
traveling extensively throughout Europe on 
business, has just returned to the United 
States. 

Mr. Stern reports that he has made 
many successful contacts for the importa- 
tion of precious, semi-precious, and syn- 
thetic stones in France, Germany, Czecho- 
slovakia and Belgium. 


Telechron Announces Plans 
For 1948 Advertising Campaign 
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Plans for an expanded advertising cam- 
paign and an aggressive sales promotion 
program by Telechron, Inc., next year were 
described to field representatives from the 
company’s 12 branch offices in a three-day 
annual sales conference at the home office 
in Ashland, Mass., recently. 

During 1948 Telechron will sponsor news- 
paper advertising in over 100 key cities 
throughout the country in which is believed 
to be the largest newspaper campaign ever 
run in support of clock sales. An intensi- 
fied magazine campaign will run simul- 
taneously. Field representatives were also 
given a preview of new models and a new 
clock display for store windows and 
counters. 


Ansonia Explains Distribution 
The Ansonia Clock Co., New York, 


wishes to correct any mistaken impression 
as to their method of distribution that may 
have been created by the way in which their 
announcement in the October issue of THE 
JEWELERS’ CIRCULAR-KEYSTONE was worded. 
The distribution of their product, the com- 
pany explains, is not confined to any one 
organization or channel. 








New Elgin-American Booklet 
Features Humorous Touch 





The light touch invites careful reading 
of the new Elgin American sales training 
booklet, just issued, in which a young angel 
with upswept hairdo is presented in amus- 
ing poses and antics to illustrate the points 
made throughout the 16 pages. 

Selling facts are given in brief, easy-to- 
read fashion. In line with Elgin American’s 
national campaign on the fashion accessory 
theme, the fashion picture is stressed in 
relation to compacts and cigarette cases. 

Sales psychology and ways to increase 
sales are clearly explained. Facts on Elgin 
American designing, finish and craftsman- 
ship are included, together with important 
data on dresser sets. 


Certina Watch Corporation 
Moves to Larger Quarters 


The Certina Watch Corp. of America has 
moved into new and large quarters at 350 
Fifth Ave., New York, under the manage- 
ment of Emil Von Burg. Certina has its 
main offices and factory in Switzerland, 
where it manufactures the complete move- 
ment under one roof. 

The current line includes 60 different 
designs in men’s, ladies’, girls’ and boys’ 
watches, retailing from $30 to $70. The 
company is planning an extensive advertis- 
ing and publicity campaign built around 
the theme of Certina as “The Family 
Watch.” It will include trade, consumer, 
and point-of-sale promotions, and will be 
handled by the Rodgers & Brown Advertis- 
ing Co. 


—~ 


Elgin Names New Salesmen 


Two new appointments in the sales di- 
vision of the Elgin National Watch Co. 
have been announced. 

Murray R. Sherman, Brookline, Mass., 
has been named sales representative for the 
New England territory, and H. K. L. John- 
son, formerly of Seattle, will represent EI- 
gin in Alaska. 

Mr. Sherman has been active in sales 
work for the past ten years in the New En- 
gland area with the Lektrolite Corporation. 
An overseas veteran, he was in the Army 
from August, 1942 until July, 1945. 

Mr. Johnson has spent most of his life 
in the northwest portion of the United 
States, and for the past 27 years, has been 
engaged in wholesale jewelry operations in 
that area. 
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International Silver Promotes 
Three Sales Executives 


Promotions for three executives of the 
International Silver Company have been 
announced by that company. 

Harold F. Corcoran has been appointed 
assistant sales manager of International 
Sterling flatware, Evarts C. Stevens, Jr., 
has been named sales manager of promo- 
tional flatware lines, and Arthur E. Irwin 
has been made sales manager for premium 
flatware. 

Mr. Corcoran has been associated with 
the selling of International Sterling flat- 
ware for 23 years and, until this appoint- 
ment, has been traveling in the middle- 
west. His territory will be taken over by 
Stuart Hemingway, who formerly had a 
territory in the south-east. 

Mr. Stevens, who has been with the In- 
ternational Silver Company for 19 years, 
succeeds R. E. Bewley who has resigned to 
go into business for himself. Mr. Stevens 
was formerly sales manager for premium 
flatware. He is vice-president of the Pre- 
mium Advertising Association. 

Mr. Irwin, who succeeds Mr. Stevens, 
has been with the company for 17 years 
and was formerly associated with the hotel 
division of the company. 





frophies for “Soap Box Derby" 
Again Made by Wallace 


Wallace Silversmiths, Wallingford, Conn., 
have again this year, and for the tenth time, 
pioduced the specially designed trophies 
fo. the annual Soap Box Derby of national 
re 10Wn. 

Phis year’s Derby order, called for 148 
trophies and 14 plaques, including awards 
to local winners. The list also includes five 
trophies for the national leaders, and 
awards for the international champion, 
Canadian champion, designer of the best 
brakes, winner of the fastest heat, de- 
signer of the finest upholstery and the 
Charles F. Kettering trophy for the owner 
of the best designed car. Plaques were 
also presented to the newspapers sponsor- 
ing the five national winners and to the 
nine newspapers which have sponsored the 
local races over the full ten year span. 





What Next? Here's a Watch 
And Roulette Wheel, All in One 





winner of the 


Ike 
world’s lightweight crown, was the recip- 
ient of a 14-K Longines “Roulette” watch 
on his 24th birthday. 


The watch has a smooth balanced rotable 


Williams, recent 


outer disc which is a facsimile of a 
roulette wheel with 36 numbers in engrav- 
ing and enamels, and is said to have a 
strong appeal to sporting people and those 
that go for the unusual. 
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New Flex-Let Mats Available 


Now being distributed to all Flex-Let re- 
tail outlets is a new and comprehensive 
series of newspaper mats of Flex-Let ex- 
pansion products. 

The mats are in sizes most practical for 
retail advertising use and are distinguished 
by an art technique that assures maximum 
clarity of reproduction in newspapers. 

Retail jewelers report a high measure of 
satisfaction with the mats, and are using 
them in quantities. 


—-——_ -—_—_-_— 


Ingraham Campaign is Pre-Tested 


National advertising campaign of E. In- 
graham Co. on the “Sentinel” clocks and 
watches was resumed last month in two 
of the nation’s leading weekly magazines 
with full page space, some of them in color. 

The interesting feature of the advertising 
is that not only has every one of the new 
models been consumer-tested, but also the 
name, the “watch dog” trademark, and the 
copy slants are tested in advance of run- 
ning and correlated with Starch Reader- 
ship Surveys. 


Employes Honor Silverman Bros. 





Archibald Silverman (center) and his 
brother, Charles (at right), were signally 
honored by their employes on the occasion 
of the 50th anniversary of the jewelry firm 
they conduct in Providence under the name 
of Silverman Brothers. At the anniversary 
party, at which they were guests of the em- 
ployes, they were presented with the bronze 
plaque pictured above and memory books, 
bound in tooled leather, containing the 
names of all employes at the time of the 
anniversary together with a history of the 
company’s half century in business. 


-—__—_—_ — 


Engel Back from Switzerland 


Nathan Engel, president of B. Engel & 
Co., of New York, importers of Avalon 
watches, returned to this country on Sep- 
tember 20 on the S. S. DeGrasse after an 
eight-week business trip to Switzerland. 

While in Switzerland, Mr. Engel visited 
the factory in which Avalon watches are 
made, and helped to. formulate plans to 
stimulate increased production and to ex- 
pedite the shipment of Avalon watches to 
this country. 


Crawford to Take New Offices 


The Crawford Watch Co. has leased 
larger offices and showrooms at 550 Fifth 
Ave., New York and will move to the new 
location the latter part of December. The 
new offices will be modern in every detail 
and will feature luxurious, beautifully- 
lighted showrooms. 








New Display for Gotham Watches 








The striking new Gotham watch display 
pictured above, which is constructed of 
grained woods and lucite, is now being dis- 
tributed to retail jewelers handling the 
Gotham line. 

Equipped with two shelves for the dis- 
play of watches in boxes, a portion of the 
display is enameled in wine color trimmed 
with gold to match the Gotham presenta- 
tion cases. 

Gotham advertising for the Fall and 
Christmas campaigns is being carried each 
month in four of the largest circulation 
consumer magazines, and radio time sig- 
nals are also being employed as constant 
reminders of the Gotham name. 


Popular Mounting Styles Shown 
In New Booklet by Metro Jewelry 


An attractive little booklet showing a se- 
lection, with Keystone prices, of the com- 
pany’s most popular styles of platinum 
watch cases and attachments both unset 
and mounted, wedding and engagement 
rings and fraternal rings and lapel pins 
has just been issued by the Metro Jewelry 
Corp., 21 West 46th St., New York. 

Only a small selection from the firm’s 
extensive line is shown, the foreword of 
the booklet explains, and an adequate stock 
of a much larger variety is always on hand 
to meet immediate requirements. Copies of 
the booklet may be had upon request to 
Metro. 


a -r 


Whiting Expands Advertising 
The Frank M. Whiting & Co. division of 


The Ellmore Silver Co., Inc., announces 
that it is planning the most extensive ad- 
vertising campaign in the 108-year history 
of the company. Trade and consumer mag- 
azines and newspapers, as well as radio, 
will be used. 

Norman A. Mack & Co., Inc., has been 
appointed as advertising agency to handle 
the campaign which will begin January 1, 
1948. Sig Rehbock is account executive. 


Wallace Silver Names Baumle 
To Head Manufacturing Operations 


Charles E. Baumle, in charge of post war 
organization of R. Wallace & Sons Mfg. 
Co.’s Pacific Coast division, has been pro- 
moted to general works manager, the com- 
pany announces. 

Mr. Baumle has been a member of the 
Wallace organization since 1938, joining 
the company as a salesman in the plated 
hollowware division in the Chicago area. 
During the war he was a division superin- 
tendent in charge of manufacturing one of 
Wallace’s many war items. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 

“Help Wanted”—*“Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word, 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of r endations. 


Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 





Situations Wanted 


$1.25 for first 25 words, 5c. for each addi- 
tional word; minimum charge $1.25. 








RAILROAD watchmaker; can engrave, 
size rings and set diamonds. Address 
“E., 1213,” care J C-K. 





MATERIAL man; have thorough experi- 
ence with all materials, wishes posi- 
tion with first class concern; available 
+ _ Address “K., 1336,’’ care 


WATCHMAKER, 30 years’ experience, 
work on 50-50 basis or take charge of 
repair department; prefer Florida; 
have good references. Address “N., 
1361,” care J C-K. 


WATCHMAKER; 30 years’ experience 
in all makes of watches, close timing; 
tools complete; wishes position with 
reliable house. Address “F., 1214,” 
care J C-K. 











JUNIOR executive, capable, experience 
in watch production, distribution, sales, 
purchases, etc.; thorough knowledge of 
watch and jewelry business. Address 
““T., 1362,” care J C-K. 


WATCHMAKER:;: eight months practical 
experience, ambitious, reliable, seeking 
employment in a reliable watchmaking 
concern; vicinity of New York. Ad- 
dress ‘‘A., 1209,” care J C-K. 








SALESMAN, long experience with New 
York firm, fine jewelry and watches, 
desires to make change; best of refer- 
ences; usual two weeks notice. <Ad- 
dress “S., 1312,” care J C-K. 





VERY fine watchmaker, of long experi- 
ence, seeks position with high grade 
jeweler; excellent references. Address 
“D., 83,” care J C-K. 





SALESMAN, experienced in all phases of 
credit jewelry store operation; can 
manage, trim windows, estimate re- 
pairs, etce.: 29; married; references. 
Address “F., 1390,” care J C-K. 


WATCHMAKER; Bowman graduate, Ge- 
sires position in or near Fhiladelphia, 
or Newark area; available December 
1; have tools. Robert W. Benson, 123 
College Ave., Lancaster, Pa. 








JEWELER, 25 years’ experience, manu- 
facturing and repairing, owned shop; 
trade work, special order and shop 
foreman; will exchange references. Ad- 
dress “L., 1288,’ care J C-K. 





YOUNG lady desires to connect with 
reputable concern ; experienced handling 
diamond jewelry, also loose goods; 
familiar with office detail work. <Ad- 
dress “K., 1156,’’ care J C-K. 


MANAGER for retail credit store, in- 
terested in immediate connection with 
highly reliable organization; thorough- 
ly experienced, to take complete charge. 
Address “K., 1374,” care J C-K. 
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SALESMAN, 10 years’ experience; stu- 
dent of the Gemological Institute of 
California, desires a position in New 
York City, with retail cash store. Ad- 
dress “‘M., 1252,” care J C-K. 





COMBINATION watchmaker, jewelry 
salesman, 43 years old, many years ol 
experience, with best references, de- 
sires position in Miami, Fla., area. 
Please write, “Watchmaker,” 619 N.W. 
38th St., Miami, Fla. 





SALESMAN ; registered jeweler, 45 
years of age, 15 years’ fine retail store 
experience, desires an opportunity as 
assistant to owner; all over store 
training. Address “B., 1239,’ care 

-K. 





WATCHMAKER, salesman, clock and 
jewelry repairing, chronographs; Bow- 
man graduate; 20 years’ experience; 
best of references; connections with re- 
liable firm only. Address “R., 1311,” 
care J C-K. 





WATCHMAKER, jeweler, engraver; 25 
years’ experience; Bradley graduate; 
married; dependable and capable; tak- 
ing full charge of store or shop; Mid- 
dle West. Address “H., 1277,” care 
J C-K. 





JUNIOR Watchmaker; veteran desires 
“on-the-job training’? New York City, 
or Northern Jerrey; graduate of a 
watchmakers’ school, New York City. 
Address, O. Hooper, 53 Second Ave., 
Hawthorne, N. J. 





WATCHMAKER and engraver; good in 
both departments; 30 years’ experi- 
ence; age 50; all necessary equipment; 
prefer southwest; sample engraving, 
references on request; now employed. 
Address “T., 1294,” care J C-K. 





SALESMAN, experienced in all phases 
of retail credit jewelry store opera- 
tions: excellent watch salesman; can 
manage, trim windows and estimate re- 
pairs; age 26; married; references. 
Address “E., 1389,” care J C-K. 





CASTER; nine years’ experience with 
gold and platinum, also rubber and 
metal mold maker, experience includes 
two years’ teaching, wishes supervisory 
or journeyman position. Address “R., 
1050” care J C-K. 





JEWELRY moldmaker-caster; eight 
years’ experience; bottle necks elimi- 
nated; executive ability; desires con- 
nection with fine house; veteran; age 
27: single. Address “A., 1395,” care 
J C-K. 





JEWELRY designer, college graduate, 
talented, original, resourceful, on plat- 
inum, gold, silver, costume jewelry, 
wishes steady position New York City; 
salary desired $200 week. Address “Y., 
1316,” care J C-K. 


AVAILABLE, executive buyer and 


general manager; 20 years’ experi- 





ence in installment, chain store. 


operation; complete knowledge of 
every phase of business. Address 


“B., 1323,” care J C-K. 


SALESMAN, 10 years’ experience, whole- 
sale and retail, wishes to represent 
well-known products on West Coast or 
Middle West; can give bond; have good 
references; car. William K. Crispin, 
23291 Main Ave., Durango, Colo. 


BOOKKEEPER, 15 years’ experience in 
jewelry line, full charge general led- 
ger, trial balance, taxes, payroll, thor- 
oughly efficient and accurate; refer- 
ences; five days; $60 start; presently 
employed, Address “J., 1283,” care 
J C-K. 


WATCHMAKER wishes to take over 
watch and clock department in active 
West Coast town; over 40 years’ ex- 
perience on all makes of watches, 
clocks; complete set of tools, plus tim- 
ing machine. Address “M., 1078,” care 
J ; . 














a 
, 








SALES manager, available 1948, has ex. 
cellent background of sales volume, 
managerial organization and develop- 
ment; outstanding jewelry experience 
and top notch personal sales record; 
wants reputable firm with ability to 
produce. Address “P., 1302,” . care 
J C-K. 





BOOKKEEPER full charge, secretary, 
correspondent and stenographer; com- 
plete knowledge office routine; 15 
years’ experience with prominent jewel. 
ry manufacturers and importers; capa- 
ble of assuming responsibility; good 
appearance; excellent references. Ad- 
dress “H., 1372,” care J C-K. 





GRADUATE of accredited watchmaking 
school, with six months’ experience, 
desires position as junior watchmaker, 
“on-the-job-training” or clerk in jewel- 
ry establishment; prefer vicinity of 
Los Angeles, but will consider any 
location. W. W. Flansburg, Box 3391, 
Terminal Annex, Los Angeles, Calif. 





DO you need jewelers; New Castle Jewel- 
ers Training School, Inc., 226 Pearson 
St., New Castle, Pa., will have grad- 
uates available December 5, 1947; these 
men are experienced in jewelry manu- 
facturing, repairing, stone setting, and 
engraving; write us if you need some 
good men in the near future. 





SALESMAN-buyer, has completed re- 
quirements for “Registered Jeweler, 
American Gem Society,” seeks connec- 
tion with high-grade _ retail _ store, 
eligible for American Gem _ Society 
membership where title can be used; 
experienced in stone identification, 
jewelry designing and manufacture. 
Address “G., 1215,’ care J C-K. 





GIVE me a proposition; now manag- 
ing fine jewelry store, over $100,- 
000 yearly, earning $6,000; know 
every phase of the business, possess 
the “Know how” of making the 
sale properly, as well as ability to 
teach same to others; if this be 
proven, what is your proposition. 


Address “G., 1356,” care J C-K. 





REPAIR estimator and salesman; life- 
long experience in jewelry business; 
finest references; both wholesale and 
retail as to character, ability and in- 
tegrity; desires position with reliable 
firm; employed now in managerial ca- 
pacity but will start modestly with 
opportunity for advancement. Address, 
= J. Martin, 4014 Prescott, Dallas 4, 

ex. 





BUYER and manager, thoroughly ex- 
perienced in loose and mounted dia- 
monds, stones and watches, assume 
complete responsibility, buying, selling, 
management and advertising; excellent 
references for any firm seeking a young 
executive with outstanding qualifica- 
tions; contract with bonus on volume 
of business; resident of New York 
City. Address “C., 1211,” care J C-K. 





INDIANA please note; watchmaker, 
Bowman graduate, with experience in 
light jewelry repairing and_ selling; 
age 39, neat appearance, sober, depend- 
able precision workman; 17 years’ ex- 
perience on high grade watches, close 
timer; full set of tools; desires per- 
manent position only, where skilled 
work is demanded; available on short 
notice. Address “H., 1394,” care J C-K. 





HIGHLY experienced diamond buyer 
seeks position with large depart- 
ment jewelry store or pawnshop, 
where a thorough knowledge in 
diamonds as well as antique jewelry 
could be utilized to advantage; ad- 
vertiser has no preference to loca- 
tion, but only firms offering posi- 
tion with future prospects should 
apply; will start at $8,000-$10,000, 
plus bonus. Address “P., 1340,” 
care J C-K. 
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